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ESS ENTEALIOILRE VIEW 


COSMETICS - $CGAPS - FLAP ORS 


| Oren her eyes and her purse with a smart, crystal clear Maryland Glass 
bottle or jar, styled for sales. A wide variety of classic designs yen 
| in a complete range of sizes is constantly in stock at Maryland htt are) ee 
Glass, ready to ship to you. 


% 


But you get more than sales-provoking style and stock prices in Maryland i if site . 
Glass . . . you get strength. These bottles learned to “take it” | bs Ube? ae 
in filling and labeling machines 'way back on the drawing he 
board. They're practical all the way. a 
Send for samples and prices. Ask for any of the styles ‘ 
shown below by name or tell us what you pack and what 7 
sizes you sell and we'll suggest appropriate designs. et, * a 
Maryland Glass Corporation, Baltimore 30, Maryland. egos & 


pack to attract in 
maryland glass | Las 





MART DESIGNS FOR 


art llr) a) 
7-1 


Le 
a 


perfume ; 


~ 
s 





ie 


New York 13, N.Y 


Ue ae 


‘ee ee 


H 


re 


t 


a ee 


ie on ik ae 


ee Ge Be: 








SANDALWOOD OIL 


Since 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 
Genuine 


sore heartwood, Mysore 


Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“T* Oldefte Effence Piftilltrs 


W. J. BUSH & CO. 


INCORPORATED 


Essential Oils ° 


19 WEST 44th STREET, NEW YORK 36, N. Y. 


LINDEN, N.J. e NATIONAL CITY, 
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Aromatic Chemicals * 


CALIFORNIA °* 


Natural Floral Products 
@ MuUrray Hill 7-5712 
LONDON e 


MITCHAM - WIDNES 
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lyn Factory 


OILS 


“CLOVE BALSAM PERU 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 





OPOPONAX 


















also LINALOOL . CITRAL . EUGENOL ° RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 

LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS TONKA 






















BENZOIN 


Essential Oils @ Aromatic Chemicals @ Perfume Materia 


OFFERING ROSE ABSOLUTE 


6 Years of continuous quality service— 
suppliers and manufacturers of — 


Essential Oils + Aromatic Materials - 
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Specialists in fine cosmetics 
are at your service. 





Experienced workers 
prepare your products, 





Cosmetics made by Avon 
bring you repeat sales. 
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More Sales by having your products made 


by the PRIVATE BRAND DIVISION 


OF AVON PRODUCTS, INC. 


The increased volume you want— 
whether of fine cosmetics or toiletries 
you now make, or of new products— 
can be handled confidently, without 
further plant investment on your part, 
by entrusting their production to 
Avon. 

The experienced staff of Avon workers, 
directed by internationally-recognized 
cosmetic technicians, can produce for 
you cosmetics and toiletries that are new 
and repeat sales builders. 

Your products will get the same atten- 
tion to quality that distinguishes Avon's 


present production of many well-estab- 
lished private brands. You have available, 
if you wish, the product and formula 
assistance of Avon specialists in every 
branch of cosmetic and toiletries pro- 
duction. With more than 60 years of 
experience in the field . . . an experience 
difficult to match elsewhere . . . Avon is 
prepared to produce quality products 
that invite more sales for you. 

Call or write Avon for complete infor- 
mation and production data concerning 
the specific toiletries or cosmetics on 
which you seek greater volume. 





G1008 We. 


30 Rockefeller Plaza, New York 20, N. Y. 


Strategically Located Plants & Laboratories 


Suffern, N. Y. ¢ Pasadena, Calif. « Montreal, Canada 
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balanced and 






versatile 


To capture and hold the fancy of its myriad 





audience, fragrance must be as 






balanced and versatile as a great performer. 
Perfumery styled by D & O combines 


the talent, training and experience that 








alone will achieve the required standard 






of consistent high performance. 






With perfect balance and maximum 






versatility D & O Perfume Compositions give top 






performance and always secure star 





billing for your fragrance product. | 


Ne —— 
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WDODGE & OLCOTT, INC. 
180 Varick Street + New York 14, N. Y. 


SALES OFFICES IN PRINCIPAL CITIES { 





#€G, U.S. PAT. OFF. 


ESSENTIAL OILS - AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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Your Expert Touch 


will Tell You... 
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ell aMma eee 
You Ordered 




















From order to order, and in every drum you exactly the same Penn-Drake Petrolatum 
within each shipment, you can count on the on every order. 
absolute uniformity of Penn-Drake® Petrola- Made of 100% pure Pennsylvania crude 
tums. Every scientific test—for viscosity, melt- stocks, Penn-Drake Petrolatums are abso- 
ing point, color, penetration, and other prop- lutely free from odor, taste, rancidity and 
erties—will prove their physical uniformity impurities which might cause deterioration 
to you. with age. Completely stable in all respects, 
But beyond those technical evaluations, the they are supplied in all colors from dark green 
touch and the eye of the expert will testify to through super-white. If a regular petrolatum 
the elegance and superior uniformity of these will not do for your product, Penn-Drake will 
petrolatums. Uniformity of texture . . . uni- work with you in developing one with the 
formity of appearance . . . uniformity of specific properties you require. Write for sam- 
specifications—all contribute toward assuring ples for your own testing. 


PENNSYLVANIA REFINING COMPANY 
GENERAL OFFICES: BUTLER, PENNSYLVANIA 
Refinery at KARNS CITY, PENNSYLVANIA 
Branches: Cleveland, Ohio; Edgewater, N. J. Representatives in Principal Cities 
MAKERS OF: White Oils (U.S.P., N.F. and Technical); Petrolatums (all grades and colors); INSECTI-SOL 


(deodorized insecticide base); Deodorized and other Naphthas; Petroleum Sulfonates, Waxes; Industrial 
end Motor Lubricants and Greases; Fuel Oils, and other petroleum products. 
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THE 

new 

aromatic chemical 
musk-tonkin type 

lasting, economical — *10°% Ib. 


Useful addition to present standard fixatives 


Does not discolor perfumes, creams, soaps, and 
other cosmetic preparations 


Like a string around a package, if... 
/ HOLDS THE PERFUME TOGETHER 








pijo7;ULcetuad 


TON Polak’s Frutal Works, Inc., Middletown, New York 


*Domestic and Foreign Patents applied for. 
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Founded in the glamorous 
period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 
high quality standards in the 


Essential Oil and Aromatic Indus- 


tries. 


Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from 
materials garnered the wide world 
over, many grown on Chiris’ own 
plantations. 


THE INTEGRITY OF CHIRIS 
PRODUCTS HAS WITHSTOOD 
THE TEST OF TIME. 


ANTOI 


GRASSE PARIS 


In each city there is a Chiris 
organization pooling all 

the experience and technical 
resources of nearly 200 years of 
activity in the world’s Essential Oil 
and Aromatic Industries. 
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LONDON SAO PAULO 


We regard it as a privilege to 
consult on your aromatic problems. 
Our creative laboratories are at 
your service. 


CHIRIS oe ye 


220 EAST 23rd STREET, NEW YORK 10, N. Y. 
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CHUM a syle Tron smart Sachaging / 





Gair-Reynolds Foiline Cartons with a full range of true color repro- 
duction on foil, are rapidly creating a new style trend in smartly 
designed packaging... packages that literally Sell-A-Product on Sight. 


These brilliant Foil Cartons, in gold, silver and other scintillating 
metallic colors are endowed with the notable feature of doubling 


and tripling sales in competitive markets. 


Increase the prestige, sales and profits of your product, with the 
“Selling Impact” of Gair Multicolor Foil Cartons. 





Write for Gair Brochure on Folding Cartons. 
. PAPERBOARD 
SHIPPING CONTAINERS 


ROBERT GAIR COMPANY, INC. 2+ 155 EAST 44TH STREET* NEW YORK* TORONTO 
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POSITION AS 
PRIMARY PRODUCER... 


of virtually all important aromatic materials 

and because of its experience as the 

world’s largest manufacturer of perfume chemicals, 
you can be sure of consistently 


high standards of purity and olfactory quality. 


“Yours For Quality 
In All Things Fragrant” 


(Sinoude cian, 


330 West 42nd Street, New York 36, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Chicago + Seattle - Los Angeles + Toronto 





““SEE YOU AT THE POLLS!‘ 


“SEE YOU AT THE POLLS!‘ 


“SEE YOU 


—_ 


€WN: 
So 


HE POLIS! 


Nobody knows for sure how it started—this line about ‘See you at the Polls!” 
we’re hearing all over these days. 

Best explanation seems to be that it came from that state candidate out 
west. . . . His opponent in a debate got all riled up and challenged him to fight 
it out in the alley. 


But he said—‘“‘I’ll settle this the AMERICAN way—lI’ll see you at 
the polls!”’ And the audience picked up the chant. 


Now everybody’s saying it—and on Nov. 4 everybody will be doing it! 


f*SEE YOU AT THE POLLS!‘ 















almonds—is in constant demand by leading mayiifacti¥ers 
of cosmetics, pharmaceuticals, essential oils and dyes: 
Heyden Benzaldehyde imparts that distingtive aroma to 
many soaps, powderd 6#eams and létions—and it serves 
equally well as an ingredient in flavoring extracts and 
confections. i 

The high purity and uniformity of Heyden Benzaidehyde 
make it valuable as am intermediate in the production of 
many organic chemicals. It is available in both N.F. and 
Technical grades—shipped in 25 and 50 Ib. tins, 100 Ib. 
glass carboys, and 425 7b. stainless steel drums. 


Other Heyden Products of Interest — 
Anisoyl Chloride | Phenyl Salicylate 


Anisic Acid Salicylic Acid 
Benzilic Acid \ Propyl Gallate 
eral ‘Benzoyl Chloride 

e enzoate 
Ethyl Bensoate ' Beasyt Cilicide 
Sodium Benzoate ' Parasepts 
Tolyl Aldehyde Formic Acid 
Resorcinol Chlorobenzaldehydes 
Methyl! Salicylate Chlorobenzoic Acids 


Technical information and samples of Heyden Benzalde- 
hyde—or any of the chemiéals listed here—are sent 
promptly on request. 


HEYDEN CHEMICAL CORPORATION ( 


342 Madison Avenue, New York 17, N.Y. 
CHICAGO + PHILADELPHIA + SAN FRANCISCO * DETROIT + PROVIDENCE 


SERVING INDUSTRY THROUG@ FINER CHEMICALS 
Benzaldehyde « Benzoates « Benzyl Chloride « Bromides « Chlorinated Aromatics 


Creosotes « Formaldehyde e« Formic Acid « e Guaiacols 
Hexamethylenetetramine . Medicinal Colloids . Methylene Disalicylic Acid 
Neomycin « Paraformaldehyde « Parahydroxybenzoales © Penicillin « 

Propyl Gallate «+ Resorcinol «+ Salicylates + Galieylic Acid «© Streplomycin 








WHAT’S YOUR TARGET? 


The discriminating selection of an inspired fragrance for your 
new product, is of highest importance to its ultimate success. 
Whatever market you are shooting for, plan the fragrance 


with an appropriate appeal to that market. 


Experience, creativeness and perfection in perfume 
materials — these are the qualities with which 
van Ameringen-Haebler, Inc. can assist you in 


any matter concerning fragrance. 


MANUFACTURERS AND CREATORS OF THE FINEST Pe 
< 4 
g s e 
? merin n° qepier, inc 
r * 


aw® 


Sivitazivw 


S29 WEST §7th Ste eet 


N E W 7 O22: 19. TBs Via 








RICH FOR BD creatiVELy ENGINEERED CONTAINERS 


GOLDEN METAL 
PURSE STICK CONTAINER 


With the single push-up, 
push-back seal that permits direct 
filling without use of molds or foil. In 2 sizes. 


The perfect purse container 

for Lotions, Cream Sachets, 

Liquid Soaps, Deodorants, etc. 

Leak-proof plastic bottle with 

sure-acting dispensers covered 
with gold metal cap. 


The magic, purse-sized 
perfume flacons still making sales history. Avail- 
able in a number of new style-setting designs. 


*Trade Marks 


* 
& a a 
OT © Sea Oe 251 FOURTH AVENUE NEW YORK 10, N. Y. 
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MALDENE...a 
distinctive fragrance... 
versatile... effective 
..- lending an intriguing 
appeal to your finished 
products...adding the 


definite note of success... 


ESSEN TIAA GIts 


PERFUMERS MATERIALS 


SYNTOMATIC CORPORATION 


114 EAST 32nd STREET + NEW YORK 16, N. Y. «© MURRAY HILL 3-7618 
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TEGaACHI D 
Tops Them All 


For ease of use 
For dependable results 
For solving difficult problems 


Glyceryl Monostearate—Acid Emulsifying. For 
anti-perspirant—deodorant creams, lotions and 
ointments—all greaseless, medicated formula- 
tions. If you don’t yet know about TEGACID, 
write for Complete technical data and formu- 
lae. 


- Glyceryl Monostearate—Self Emulsifying. For 
Tegin ec eee e eo neutral greaseless creams, lotions, ointments, 
suntan creams. 


Propylene Glycol Monostearate—Self Emulsi- 


° fying. For greaseless creams—brushless shave, 
Tegin P ° ° © © foundation, suntan: lotions—foundation, sun- 


tan, cosmetic stockings: ointments. 


T e gin 51 5 Glyceryl Monostearate—Non Self-Emulsifying. 


° © Used in conjunction with auxiliary emulsifiers. 


Lanolin Absorption Bases 
Protegin X ...... Iso-lan 


For Creams, Lotions and Ointments 


PRESERVATIVES ANTIOXIDANTS 
Esters of Parahydroxybenzoic Acid PROPYL GALLATE ETHYL GALLATE 
TEGOSEPT M_ TEGOSEPTE TEGOSEPT P Inhibit Rancidity, Preserve Flavor in Edible Fats 
BUTYL TEGOSEPT BENZYL TEGOSEPT 


Complete Technical Data @ Formulae @ Available on Request. 


GOLDS CRAM I at 


CHEMICAL CORPORATION 
153 Waverly Place, New York 14, N. Y. 


SERVING INDUSTRY FOR A QUARTER CENTURY 
SALES REPRESENTATIVES 


BOSTON + CHICAGO + LOS ANGELES + ST.LOUIS * MONTREAL + TORONTO 








PRODUCTS OF THIS HEMISPHERE 
ha Rica 


Cuatemala (mousse 





BRON. Sag 
Poe ae 


CITRONELLA GRASS READY FOR CUTTING 


New high standards of 
quality and uniformity 


PROMPT DELIVERY IN SEALED DRUMS 
THIS SEAL ON EVERY DRUM IS YOUR 


GUARANTEE OF QUALITY. oN rr 


() 
ESSENTIAL OIL PRODUCERS ASSOCIATION Hy’ 


Essential Oil Producers Association 
GUATEMALA, C. A. 





Julian W. Lyon ene Harold A. Sothern 
Dey Street merical 230 Park Avenue 
New York, N. Y. New York, N. Y. 
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FLOWER of the Month 


September—Astor or 
Morning Glory 


October—Calendula 
or Cosmos 





MAYBE 
YOU 

KNOW 
HIM... 





MANY of our Eastern customers 
do. He's genial, jovial, likable JIM 
McNAMARA. Selling FRITZ- 
SCHE products in this territory 
tor over thirty-four years. Many’s 
the manufacturer, successful today, 
who remembers Jimmie Mac as his 
first source of wisdom in the use of 
flavors, perfume raw materials and 
essential oils. A gifted story teller, 
inimitable Irish wit, Mac’s heart is 
as big as his sales record . . . and 
we're mighty proud of that! Aside 
from his work for FRITZSCHE, 
Mac’s chief interests are his family, 


triends and outdoor sports. 


RECOMMENDATION 
of the Month 


ROSANLIK* 


A synthetic, dependably 
uniform replacement or 
extender for top grade 
Rose Otto. Has latter’s 
full rich character; its 
supply is independent of 


hard-to-get imports. Send 
for trial ounce — $5.; 


pound — $75. 


*REG. U.S. PAT. OFF. 










HAVE you a technical odor prob- 
lem? Most successful neutralizer 
for unpleasant industrial odors ever 
developed is 


N LEUM 


WRITE 
FOR 
LITERATURE 






| 


DO YOU WANT your product endowed 
with the utmost in selling appeal—with 
the newest and smartest selling effects? 
Then entrust the creation of its fragrance 
to our laboratories. Let the experience of 
our chemists and the quality of our mate- 
rials combine to produce for your firm ex- 
clusive scents of outstanding merit. Consult 
with us by phone, letter or—preferably— 


by personal interview. 
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\ base for finest honeysuckle effects .... $20.00 Ib 


HONEYSUCKLE 


For alcoholic extracts and toilet waters .. $22.00 1b 


NEYSUCKLE 


For floral colognes. This is the fragrance of honey- 
suckle combined with the bright citrus note of a fine 
cologne. . $14.00 Ib. 


HONE 
An ideal fragrance for creams 


7. by 


Especially developed for powder work, both talcum 
and face. Very retentive; imparts true honeysuckle 


character $ 9.00 lb. 


A 


1 intensely sweet and delicate honeysuckle note for 
th salts and bubble baths $ 5.00 lb. 


For brilliantines. Colored yellow. One pound per- 
fumes and colors 55 gallons of mineral oil. $ 6.50 Ib 


TO INTRODUCE THESE PRODUCTS: |} 
One-half ounce trial bottles of ANY jf 
THREE of the above compositions will 
be mailed, prepaid, for $1.00 to cover 
cost of packing and handling. Please use 
coupon below. 


peseceeseeceeceeeeeeeeeseeeeeeeeeeee 


FRITZSCHE BROTHERS, INC., 
76 Ninth Ave., New York 11, N. Y 


1; 
Gentiemen: For $1.00 (check or M.O.) enclosed herewith, 
kindly send me 2 ounce trial bottles of the following ‘ F_ 
THREE perfumes described above: F A 


as 
es 


NS 
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Name 
Company 
Address 


City Zone State 
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ONTROL OF QUALITY of all basic materials used in 

the production of FRITZSCHE perfume and flavoring 
specialties is the very foundation of our manufacturing policy. 
A large part of the responsibility for the maintenance of quality 
is borne by Edward E. Langenau, the capable and highly re- 
spected Director of our Analytical Laboratories. Mr. Langenau 
is known to the essential: oil and chemical industries for his 
frequent contributions to the technical literature, outstanding 
of which is his chapter, “The Examination and Analysis of 
Essential Oils, Synthetics and Isolates” which is featured in the 
first volume of Dr. Ernest Guenther’s notable work, ‘““The Es 
sential Oils.” Ed’s affiliation with FRITZSCHE spans the period 


of its greatest growth—the past sixteen years. 


& RI y L$ CHE ee 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES and “STOCKS: Atlanta, Georgia, Boston, Massachusetts Chicago, llinois, Cincinnati, 
Obie Cleveland, Obio Los Angeles, California Philadelphia, Pennsylvania San Francisco, California, 
St. Louis, Missouri, *Toronto, Canada and *Mexicu, D. F. FACTORY: Clifton, N. J 













To: PHARMACEUTICAL MANUFACTURERS 


FRITZSCHE BROTHERS, Inc. 
FLAVORING PHARMACEUTICALS 


From: 






Sub ject: 

























is concerned mostly with the development and 


Your business 
f pharmaceuticals. 


manufacture © 
r business is devoted t 


Much of ou o the study and application 
of flavors. 
ften face problems of flavoring. 
we face these problems, too, but we face 
1 problems — yes, your 
ply or work out 


In your business you ° 


In our business, 
them because they are our customers 
problems — and because we are prepared to sup 


a proper solution. 
ourselves, you ean appreciate the advantages, 
latability are concerned, of turning such 
ose specialty for more than eighty 
ole complex science and art of using 


As specialists y 
where flavor and pa 
problems over to those wh 
years has embraced the wh 


flavors. 
ave confidence 


da to make your 


Because of our specialization in this field we h 
table through 


in our ability to aid you in any program designe 
pharmaceutical products more palatable and accep 
the judicious use © ved flavors. 
Consultation? Yes, any time....and in strictest confidence. 


FRITZSCHE BROTHERS, Inc. 
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MAKE CONSUMER 


ACCEPTANCE A 
i] 


DON’T COMPROMISE ON QUALITY! 


anu, There's a profit reason why the 

nation's leading producers of 

soaps, cosmetics and toiletries 

rely on VERONA as a primary 

source of aromatic chemicals 

and specialties. These leaders know that they can 

always bank on VERONA for the stable, high qual- 

ity raw materials that best assure acceptance of 

their products at the POINT OF SALE — proving 
ground of quality! 


YOU, TOO! VERONA bases will enable your prod- 
ucts to retain their freshness of fragrance from 
manufacture to ultimate consumer. 


Send for COMPLETE catalog .. . listing our 
wide range of raw materials PROVED by the 
LEADERS. 


Sole representatives in the United States for 
J. & E. SOZIO, GRASSE, FRANCE 


RESINOIDES OF: Mousse de Chene Absolute 
Mousse de Chene Brut ® Olibanum @ Styrax 
Tolu © Opoponax 


CYCLAMAL @ FLORANOL 
CUMIN KETONE @¢ AMUSKAL 
ALDEHYDE E-371A © IONONES 
AND many other fine specialties 


‘ p (IN AROMATICS DIVISION 
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esiderata 


by MAISON G. pENAVARRE, F.A.LC 


Chlorophyll 


Just for the record and no more, 
one cannot expect the benefits 
from an ingredient unless enough 
of that ingredient is used to do the 
job. This applies to lemon juice 
creams, hormones in cosmetics and 
a chlorophyll too. Is there an 
easier way to weaken the structure 
of an industry than by making 
claims that can not be borne out in 
fact? 

As to whether chlorophyll can 
do what is claimed for it, time will 
tell. There seems to be something 
to it. But how much, no one knows 
for a certainty. Incidentally, two 
good articles on the subject can be 
found in the Journal of the Society 
of Cosmetic Chemists, March issue, 
1952, by Killian and another by 
Barail. 


Soap Sensitivity 


In going through a collection of 
journals, I came upon a reference 
to an article by Jordan, Dolce, and 
Osborn in the AMERICAN MEDICAL 
ASSOCIATION JOURNAL, September, 
1940. The authors, after studying 
239 patients for a period of four 
years, concluded that many cases of 
housewife’s eczema were caused by 
hypersensitivity to ingredients of 
soap and related cleansers. They 
recommended the use of alkyl sul- 
fates or sulfonates, since they felt 
that such products were not pri- 
mary irritants, and hence would be 
more nearly ideal soap substitutes. 

About 12 years have passed and 
one wonders whether the researches 
could still say the same thing. All 
dermatologists agree on one thing: 
the number of cases of sensitivity 
or eczematous skin has increased 
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substantially since the advent of 
widespread use of synthetic deter- 
gents. While it may be true that 
soap sensitizes skin in a given way, 
it is also true that synthetic deter 

gents may sensitize the skin in an- 
other way. Undoubtedly more work 
is required to absolve either type of 
detergent, soap or synthetic. 


Allergy and Nerves 


Che industry is plagued with al- 
lergic reactions and with contact 
dermatitis. Guy writing in the Ar- 
chives of Dermatology and Syphil- 
ology (66, 1, 1952) stresses the 
neurogenic factors in contact der- 
matitis. His conclusions are quoted 
below: 

“One cannot help but feel that 
the neurogenic factor also plays an 
important role in allergy and that 
it may be overlooked in a normal 
crouse of patch tests; thus one may 
be sensitive today and not tomor 
row and vice versa. 

“A great many factors are ac- 
cepted as having a bearing on or 
predisposing to contact dermatitis. 
A blond or a dry senile skin is usu- 
ally more susceptible. The thick- 
ness of the cornified epithelial 
layer, the presence or absence of a 
protective coat of sebum, and a 
seborrheic diathesis have all been 
discussed as influencing the skin’s 
sensitivity to contactants. Environ- 
mental conditions, such as heat, 
friction, moisture, and exposure to 
organic solvents and _ keratolytic 
chemic: als, are known to be predis- 
posing factors. 

‘The influence of the nervous 
system in contact dermatitis has 
been overlooked, we believe. This 
seems strange in view of the close 
embryologic association between 


M. G. deNavarre at work in his laboratory 


the nervous system and the epider- 
mis, which is thought to be the 
shock organ in contact sensitivity. 

‘This investigation indicates 
that disturbing guinea pigs, inter- 
fering with their sleep cycle, and 
distracting them to the point of de- 
creasing their food intake and 
making them lose weight increases 
the sensitivity of their skin to con- 
tactants. We infer from this that 
similar environmental influences, 
involving infinitely more complex 
mechanisms and channels, could 
do the same thing in human be- 
ings; that sometimes a contact der- 
matitis is also a neurodermatitis, 
and, conversely, that the trigger 
factor in a neurodermatitis can be 
one or Many contactants.” 


Inspection Glass 


lo make it easier on the inspec- 
tors on a production line, why not 
install a large magnifying glass that 
has an adjustable focus light on the 
line and back it up with a lamp 
throwing diffuse light through 
frosted glass? The idea is used in 
some food plants and is rather com- 
mon in breweries. Such things as 
bottleneck chips, dirty and cracked 
bottles, leakers and foreign sub- 
stances can be readily seen in trans- 
parent liquids. 


Polarized Skin Examination 


When one looks at skin under 
ordinary light, specular reflection 
masks the underlying detail. But 
when examined under polarized 
light, the top layer of the skin ap- 
pears to be peeled off revealing the 
underlying complexion. 

This forms the basis of a skin 
analyzing unit used by one of the 
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Salon Treatment lines. Not only 
the detail but the authentic color 
are revealed. 


Tooth Decay 


When tooth decay was first asso- 
ciated with carbohydrates, and par- 
ticularly sugars, the Sugar Founda- 
tion took an active interest in the 


work to the point of endowing 
some research to determine the 
facts. In due course, others, too, be 


came interested and the use of am- 
moniated, anti-biotic and chloro- 
phyll dentifrices are the result 


of this work. 


The Sugar Foundation publica 
tion Sugar Molecule has published 
an interesting article by Hockett in 
which the author makes an erudite 
summary. This is quoted directly 
so that none of the flavor is lost. 

“Yet, out of the uncertainty and 
confusion which are destined still 
to continue for some time, two 
sound, simple, and dependable bits 
of advice emerge. If so many foods 
are potentially damaging to the 
teeth, it is certainly wise to counsel 


968: Shaving Cream 


Q. I am sending the complete for- 
~~ 7 . 

mula of our shaving cream and also 
a sample of it in an aluminum tube. 


We melt the fats (except stearic 
acid) in a boiler provided with 
mixer. We add glycerin, gum and 


alkalis at 60° C. We mix until the 
coconut oil is saponified. Then we 
pour melted stearic acid and boric 
acid, and we mix again for about 
an hour. Then we pour the cream 
in a wood tank and we leave it for 
two weeks. Then we mix the cream 
in a mixer with 1% perfume. We 
leave it again in a ‘wood tank for 
about one month, and the cream 
is then ready for filling. With 
tinned lead tubes the cream looks 
well and, only from time to time, 
there is a separation of some drops 
of dense liquid. With aluminum 
tubes, the cream swells and often 
comes out. Could you write me 
something about this problem? 
S.P., Spain 


A. We have had a chance to test 
your shaving cream and frankly 
the sample submitted worked quite 
well. Your cream may swell in 


aluminum tubes because the alkali 
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“reducing exposures of the teeth to 
all foods to a reasonable mini- 
mum.” Three meals a day may not 
enough. Many children and 
some adults need to eat four, five 
or six times. But constant nibbling 
is certainly to be discouraged. The 
other point, emphasized by clinical 
observations of Fosdick, is that 
prompt brushing after every meal 
or a simple water rinse at the ear- 
liest possible moment after taking 
food of any kind will help mate- 
rially in keeping down decay. 

“Campaigns to teach these two 
simple principles to school chil- 
dren and the general public would 
have a chance of producing true 
benefits commensurate with the 
time, money and effort invested. 
They could, moreover, expect to 
command far better respect than 
the contradictory and doubtful 
doctrines that have characterized 
many of the campaigns con- 
ducted heretofore.” 

As to the value of the ammoni- 
ated and chlorophyll dentifrices, 
continued use for a longer period 
will tell if the merit claimed for 


be 


sO 


them is really there. 









with 


gas. 


the aluminum liberat- 
Your aluminum tube 
should be lace quered and your cream 
may have to contain about 1% so- 
dium silicate which acts as a buffer. 
A separation of a thick liquid from 
your cream can happen occasion- 
ally even in the best formula. My 
personal opinion is that you could 
reduce the amount of glycerine 
somewhat. 


reacts 


ing a 


969: Eye Lotion Preparation 


We would like to receive your 
recommendations for an eye lotion 
made from distilled water, antipy- 
rine, boric acid and borax. We are 
interested in the proportion of 
these materials that are necessary to 
give an isotonic neutral solution. 


Pa DOG 


1. A chapter in the book “The 
Chemistry and Manufacture of Cos- 
metics’ covers this subject com- 
pletely. More recenily Greco has 
worked out a simplified method of 
preparing isotonic solutions. He 
suggests that one gram of antipy- 
rine will make 68.9 cc: boric acid 
61.1 cc and borax 47.8 cc of isotonic 






solution respectively. These figures 
are slightly low but practical. You 
will have to determine the amounts 
of various ingredients you need for 
the particular solution you have in 
mind. Remember that boric acid 
has a pH of about 514 in solution 
and that borax is slightly over 9 in 
water solution. We suggest that you 
read several pharmaceutical books 
available at a public library on the 
subject of isotonic solutions, using 
as a basis the fact that 1.35 grams 
of sodium chloride per 100 cc of dis- 
tilled water ts generally considered 
isotonic with tear fluid. 


970: 


Q. Have you any data on a cream 
cold wave neutralizer that you 
could send me? R.S., Tenn. 


1. A cream cold wave neutralize) 
is made from the appropriate 
amount of sodium bromate, water 
and a permanent waving solution 
opacifier such as a self-emulsifying 
oil, Use very little oil. 


Cold Wave Neutralizer 


971: Hair Pomade Formulation 


Q. I am requesting the formula for 
Charles Antell’s hair pomade and a 
formula for a liquid shampoo. 

S.E., Maine 


Charles Antell 














1. In regard to the 
products that you want to dupli- 
cate, want to make clear that 
this department is not a testing or- 
ganization nor ts it our policy to 
duplicate, or suggest duplications 
for trade name products. All this 
department can do is make sugges- 
tions formulating cosmetic 
products. We are not acquainted 
with the composition of the items 
you mention, and you in turn will 
have make an appropriate 
analysis of the product to tell us, 
for example, whether the shampoo 
is of the synthetic detergent type or 
whether it contains soap. As to hair 
pomades, it depends on whether 
the product is intended to keep the 
hair in place or to carry medicinal 
agents for application to the scalp, 
»” both. For a scalp product one of 
your best bases is hydrous lanolin 
mixed with varying proportions of 
petrolatum, depending on the tex- 
ture you desire. If this mixture 
melts at too low a temperature you 
may have to add a stiffening agent 
such as beeswax or parafin, again 
in amounts to suit your need. Such 
a product will relieve dry scalp and 
will have some hair dressing prop- 
erties. If a medicinal effect is re- 
quired, then you will have to choose 
an appropriate material to give the 
desired results. 


we 


for 


to 
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ITHIN the last 
few years in- 
terest in water- 

soluble chlorophyll de- 

rivatives has markedly 


THE AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW * 


Chlorophyll as a Deodorant 


Claimed deodorizing effects of chlorophyll derivates not confirmed 


according to recent research in Holland . . 


Satisfactory explanation of deodorizing action has not yet appeared* 


A. M. G. RUTTEN 


Editor’s Note 


HILE it is true that 
chlorophyll and chlorophyllins are necessary, it 
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Methods employed . 





Besides, an olfactive 
method was used to com- 
pare the results. Neither 


with  self-prepared wa- 


reference standards for 


increased, 

These compounds 
have been used in prod- 
ucts for removing ob- 
jectionable odors from 
rooms and for control 
of body and _ breath 


is also true that assay methods must be agreed upon 
to be able to evaluate adequately commercial chloro- 
phyll products. 


At the 


Pharmaceutical 


Centennial meeting of the American 
18-20, 1952) 
four papers were given on chlorophyll. Munch called 
for assay methods and standardization. He also 
pointed out that if enough of the water soluble 


chlorophyllins were used, they did have a deodoriz- 


Association (August 





ter-soluble chlorophyll 
derivates, nor with com- 
mercial 




















products were 
we able to confirm the 
claimed effects and in 
fact did find the con- 
trary in some Cases. 


















































Introduction 








odors. hee altho 
{ctivated Chlorophyll 

“Activated chloro- 
phyll” has been claimed 
to be an important in- 
gredient in “household 
fresheners”. 

No “activated chloro- 
phyll” however is 
known to exist and any 
deodorizing effect of 
these preparations must, 
therefore, be due to 
other ingredients, or to 
their property of masking or effectively modifying odors. 

This investigation was undertaken to establish 
whether the deodorant action of chlorophyll deriva- 
tives is existent or not. The method used for the 
measurement of effectiveness of chlorophyll derivatives 
is described in this paper. Briefly, it consists of meas- 
uring spectrophotometrically the concentration of a 
wide variety of odorants, dissolved in hexane, before 
and after treatment with a watery solution of chloro- 
phyll derivatives. 


* Republished from Chemische en Pharmaceutische Techniek, No, 20, 
Vol. 7, June 15, 1952. Translated by Leendert Drukker. 


conditions. Using 


whiskey (aleohol.) 


chlorophyll dentifrices. 





In another paper Campbell described a new pro- 
cedure for measuring odors and deodorizing effects 
using the pendant drop method under prescribed 
chlorophyllins in 
aleohol breath, a 40 milligram tablet was found 
effective in substantially reducing the mouth odor of 


A third paper deseribed a new chlorophyll deriv- 
ative called “CTA.” A fourth paper, by Barail, re- 
viewed earlier work, essentially, on the value of 











The green plant dye 
materials chlorophyll A 
and B appear in the 
higher plant orders in a 
ratio of approximately 
3 to 1. Chlorophyll A 
and B are magnesium- 
containing — pyrol-deri- 
vates and esters of phy- 
tol, a terpene-alcohol. 

Chlorophyll B_ differs 
from A in that it pos- 
sesses a formyl group of 
three places; chloro- 
phyll A has a methyl group. When the chlorophylls 
are treated with mild acids, magnesium-free phaeo- 
phytes A and B are formed. 


deodorizing 


Through alkaline hydrolysis of chlorophyll, methanol 
and phytol are liberated and, depending upon the con- 
ditions under which the process took place, isochloro- 
phylls of chlorophylls A and B are formed. 


Drastic treatment with alkaline solutions results in 
the breaking of the isocyclic ring, thus bringing about 


a mixture of phytochlorines and phytorhodines. 


In an alcoholic environment, the enzyme chloro- 
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phyllase (which appears amongst others in Heracleum 
types) can bring about a specific hydrolysis of the phytyl 
group and replace the radical of the alcohol, which has 
been used as solvent. This mutation leads to good crys- 
talline methyl-, ethyl-, etc., chlorophylls. 


Medical and Technical Applications 


Within the past three decades, sizable research has 
dealt with the value of the chlorophyll derivates for 
therapeutic purposes. Between 1923 and 1930 Biirgi (1) 
undertook a study of the wound-granulating powers 
and haematopoietic actions of chlorophyll. During the 
period 1930 through 1938 Gruskin (2) investigated 
numerous fat-soluble and water-soluble chlorophyll 
derivates and established that chlorophyll is an effective 
deodorant for putrifying wounds. In 1951 Westcott (3) 
delved into the treatment of hypochrome secondary 
anemia with water-soluble chlorophyll derivates. 

During this research it appeared that the odours of 
food and vitamin B,, among others, which are normally 
noticeable in urine, strongly diminished when the in- 
volved chlorophyll preparation was administered orally. 
A series of publications of findings resulted, largely with 
extremely incomplete descriptions of the preparation 
which had been used. Westcott indicates that, upon 
administration of 100 mg. of a specially prepared chloro- 
phyll preparation on more than 50 persons, noticeable 
underarm odor largely disappeared. In addition, he 
could demonstrate the deodorizing effect in reference to 
amines and mercaptans in vitro. In the Netherlands, 
Dijkstra (4) refers to the deodorizing processes of water- 
soluble chlorophyll in vivo and vitro, 

Water-soluble chlorophyll preparations for oral ad- 
ministration appear, in tablet-form, under numerous 
trade-names. These do not usually refer to pure chloro- 
phyll of a constant chemical nature, but to more or less 
purified mixtures of water-soluble chlorophyll derivates 
from the groups of chlorophylls, chlorines and rhodines 
with related products. These still contain the mag- 
nesium complex partly, and contain other metal com- 
pounds (copper) as well, which have replaced the for- 
mer. They are recommended against halitosis, to combat 
body-odor, and to eliminate odors following the use of 
strongly smelling foods and drinks. 

Paschal (5) took a patent out in 1943 on a method of 
preparing a new type of air-conditioner, based on chlor- 
ophyll. The Dutch patent 61,551 also deals with the 
improvement of the smell in enclosed spaces through 
spraying with a solution of chlorophyll and formalde- 
hyde in diluted alcohol. Chlorophyll and chlorophyll 
derivates are used as deodorants in the widest range of 
products, such as toothpaste, dogfood, stomach-tablets, 


shampoos, cigarettes, etc. 


Research 


A satisfactory explanation of the deodorizing action 
of chlorophyll has not yet appeared. Dijkstra believes 
that the process is of a chemical nature, due to inter- 
ference with the interchanging of gases in the tissues. 
Mitchell (9) announced recently in a lecture before the 
Society of Cosmetic Chemists that research in the lab- 
oratories of Stafford-Allen demonstrated that chloro- 
phyll, the free acid thus, when exposed to the air under- 
goes decomposition, probably as a result of oxidation, 
while the oral preparations would operate basically on 
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the freeing of chlorophyll through the digestive juices 
with subsequent transport to the involved tissues, where 
the odorous materials would dehydrogenate. This 
theory does not appear very plausible: the resorption in 
the stomach is practically non-existent and the intestinal 
environment has a pH value of >7. It appears desirable 
lo investigate to what extent literary findings of the 
deodorizing action could be substantiated. 

Here one encounters immediately the difficulty of de- 
ciding what standard to accept as being effective. 

Wesicott uses for his measurements an Osmoscope ac- 
cording to Fair and Wells, an instrument which is much 
used for research on drinking-water. Fragrance intensi- 
ties are then recorded in osmoscope grades, in other 
words, the number of times that the air, in a specific 
space with chlorcphyll and odor, has to be diluted with 
atmospheric air to make the odor unnoticeable. The 
disadvantage of this method is, of course, its vast sub- 
jectivity. 

For that reason, it was attempted to find the deodor- 
izing capacity of chlorophyll derivates through indirect 
means, namely by measuring the absorption of frag- 
rances with the aid of a spectrophotometric method. 

Briefly, the method is as follows. 

The extinction of an appropriate odor in a petro- 
leum ether phase is measured by a wavelength of the 
odor where it shows a characteristic maximum. After 
shaking for a specified time of the petroleum ether 
phase with a phosphate buffer pH 7,0, the extinction of 
the epiphase is again measured. Finally, the petroleum 
ether phase is shaken with a solution of the water- 
soluble chlorophyll derivate in buffer and, in an ex- 
tinctiometric way, the eventual dilution is determined. 
This forms a standard for the fragrance-inhibiting ca- 
pacity of the chlorophyll derivate. The odors which are 
being used have to meet several requirements: 1, an 
advantageous spreading coefficient; 2, 
spectrum; 3, strong odor. 

Alongside the research using this spectrophotometric 
method, the effect of chlorofractions on a number of 
fragrances were also investigated organoleptically. For 
this a simple osmoscope, constructed according to 
Wagenaar’s (6) principles, was used. 

The research dealt with four water-soluble chloro- 
phyll fractions: 

a) a preparation, “cholorophyll water-soluble, 80-85 
per cent, for internal use,” supplied by a pharmaceutical 
wholesaler; 

b) a preparation, “chlorophyll NA water-soluble,” of 
the concern Sandoz; 

c) two self-concocted preparations: one, sodiumiso- 
chlorophyllin, prepared according to Wilstatter and 
Stoll (7), and one, sodiumcopperchlorophyllin, prepared 
according to Wall (8). 


characteristic 


Spectrophotometric Method 


The Beckman spectrophotometer model DU was used 
for measuring. The petroleum ether (kp40/60°) used 
was first made free from benzeen by sulfonizing. Subse- 
quently it was passed through a column silicagel, thus 
obtaining a product completely free from odor. 

The concentration of fragrances in the petroleum 
ether phase was approximately 10-* mol. The water- 
phase possessed some 100 mg. of the water-soluble 
chlorophyll derivates per liter phosphate buffer pH 7,0. 
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The principal source of chlorophyll is alfalfa; and to meet the growing demand for it increased acreage is being cultivated. 


Ten ml. of each of the phases were mechanically shaken 
for a specific period, which varied from 5 to 60 minutes. 
There upon the epiphase was investigated as indicated 
above. 


Organoleptic Method 


Ihe procedure followed closely that of Westcott, but 
the action of the chlorophyll derivate under observation 
was investigated at pH 7,0 (phosphate buffer) as well 
as at pH 2,0 (HCI-KCI buffer), the latter in connection 
with Mitchell's (9) hypothesis concerning the capacity 
of the liberated chlorophyll. 

One-hundred mg. of the chlorophyll derivate was 
placed in jars of 30 ml, dissolved in 5 ml of water, with 
15 ml of an approximately 10°° molecule solution of the 
fragrance in the appropriate buffer added. After mixing, 
smell tests were held following 5, 
A solution of 


30 and 60 minutes. 
10 ml odorsolution with 5 ml of water 
served for comparison. 
Measurements were made at 
well as at 37 degrees (incubator). 


room temperature as 


Findings of Measurements 


Investigated were the following odors: phenyl ethyl 
alcohol, vanillin, thiophene, pyridine, thiobenzophe- 


non, thioacetic acid, thiobenzamide, trimethylamine 
and sulphuretted hydrogen. 

Nothing could be concluded from several deodorizing 
actions of the four chlorophyll derivates under investi- 
gation. 

On the contrary, by the organoleptic method, the im- 
pression was sometimes aroused that the fragrance from 
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some of the odors was more decisive in the chlorophyll 
than in the blank control mixtures. In connection with 
this negative result, it is amusing to note the following 
quotation taken from Perf. Ess. Oil Rec. 42, 379 (1951): 

“The advertising claims for some American room de- 
odorants are being revised after action of the Federal 
Trade Commission. ‘The makers will no longer claim 
that their products ‘eliminate all unpleasant odors, 
clean or freshen the air.’ It is also stipulated that the 
manufacturers must not represent that their products 
contain ‘pure chlorophyll as distinguished from com- 
mercial chlorophyll’ and that ‘the action of chlorophyll 
in the product is similar to the action of chlorophyll in 
nature,’ or that ‘the content of commercial chlorophyll 
as an active ingredient in the products provides a chief 
effect in their action.’ Does all this mean American gov- 
ernment scientists have established that the deodorant 
acion of chlorophyll is non-existent and that we are 
back at pine-needle extracts coloured green?” 
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Only as we search for new knowledge can we have 
a better life than we have today.—Leland I. Doan. 
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Jasmin Harvest 1952 


(From Our Grasse Correspondent) 


HE Committee of GIFPA (Groupement Interprofes- 

sionel des Fleurs et Plantes a Parfum) met on July 11 
to study the condition of the 1952 jasmin crops and 
establish a standard price applicable to all sales of the 
flowers. Present at this meeting were the Director of 
Agricultural Service Commissioner of the Government 
of France; the Director of GIFPA; further, representa- 
tives of the perfume producing industry and of the pro- 


ducers, i.e. 


cultivators. 

After disclosing that the cost of cultivation had re- 
markably risen since last year, the producers’ representa- 
tives proposed a standard price of Frs. 600.— per kilo 
which, according to their computations, scarcely covers 
the net cost of growing the flowers. 

Ihe industrialists’ representatives pointed out that 
on account of the slump which exists in the perfumery 
industry since the start of this year—they could not fig- 
ure buying the flowers at a price in excess of last year, 
and they suggested a ceiling price of Francs 475.—for the 
1952 crop. Furthermore, they underlined the fact that, 
even at this price, they could not safely promise to pur- 
chase the entire crop. 

On the other hand the French users of perfume com- 
pounds have declared that they would not order any 
concrete at a price beyond that of last year. Under these 
circumstances, at least part of the harvest might have to 
either, 
might not prove ac- 
ceptable to the entire group, or, because, even at that 


be processed on account of the producers; 
because a price of Francs 475. 


price, the entire crop might not be disposed of. The in- 
dustrialists ol thei 
take care of the processing, which is in excess of thei 


Grasse have declared readiness to 
own needs; and the total of concrete produced this way 
will be sold under GIFPA control, depending on the 


demand. 


Gathering jasmin blossoms in Grasse. 
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As an aftermath to the meeting and in order to serve 
the interests of both sides, it was agreed that the pro 
ducers will be free to decide whether they prefer selling 
their flowers to the industrialists at a price of Francs 
175; which figure would become legally established from 
Oct. 31, 1952, on, or—having their flowers converted into 
concrete to be sold by GIFPA, at a standard price com 
puted on a basis of Francs 600.—per kilo of flowers. In 
this case the producers will be satisfied with payments 
tied to and based on, the sale of the product made for 
them. 


Market Conditions 

Market conditions in the first half of the veai 
unsatisfactory. Should no further upswing develop in 
the months to follow, and should the unpredictable 
fluctuations of demand show no trend to justify a speed 
up of production, then, the sales prospects of jasmin 
products are not encouraging—at least as concerns the 
present conditions of the perfumery market. 

Except for Italian products of which a certain quan- 
tity of the old harvest is still on hand, no stocks of the 
1951 concrete processed in Grasse are lett for sale. 

After the intense heat in the first half of July, the 
crops in the Grasse district are ahead of time and the 
daily harvest quantities are in excess of those collected 


were 


on the corresponding days of last year. 


We Cannot Afford to Wait 


HE general atmosphere in which we live is one of 

rapid change. We can add one more certainty to 
death and taxes— ‘Things will be different tomorrow.” 
If we hope to look well in the picture we shall have to 
be different too. 

The time to sell us short is when we become com- 
placent and satisfied. All research and the progress that 
springs from it starts when somebody gets fed up with 
things as they are. A healthy dissatisfaction is what we 
all need. If you find it hard to be dissatisfied with your 
product, just ask yourself, “Is there anything it can't 
do that it reasonably might do? Is there any quality it 
might have that it hasn't got?” 

If the answer is yes, and it must be yes, and a hundred 
vears from now it will still be yes, then you have work 
to do. And if you don’t do it somebody else will make 
a product like yours only it will do that thing that yours 
won't do and it will have that quality yours doesn't 
have. 

When management no 
future, its future will not be long. When management 
has spent its last sleepless night, or to use a homelier 
phrase, when the last ant has left its pants, look out! 


longer worries about the 


Our challenge is to hold our place in a field that is 
moving fast, in which the rate of industrial change is 
accelerating and the life expectancy of any particular 
product is becoming shorter every day. 

We can meet the challenge and hold our place if we 
never lose our dissatisfaction with things as they are nor 
our curiosity as to what they will be tomorrow. 

And finally, if there is a better machine than the one 
we are using, it behooves us to junk the old one now. 
Tomorrow is too late-—George H. Coppers in Food 


Proc essing. 
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Each patent application requires voluminous research and clerical work. 


Features of New Patent Law 


Vew use of known compound, process or machine may be patented as 


a method . . 


in reissue application . . 


Patent owner gets two years to file for broader claims 


When one with proprietary interest may file. 


ALBERT WOODRUFF GRAY, A. B., L. L. B. 


HE present patent statute became Public Law 595 

on July 19, 1952 with the signature of the Presi- 

dent. The only codification of the federal statutes 
relating to patents is the statutes of 1874. This new 
codification, simplifies and clarifies the language and ar- 
rangement of those old statutes but eliminates obsolete 
and redundant provisions, and adds some important 
changes in the law itself. 


Three Categories 


The law is divided into three categories: the first, 
the “Patent Ofhce,”’ deals with its functions; part two is 
entitled the “Patentability of Inventions and Grant ol 
Powers,” and part three is entitled “Patents and Pro 
tection of Patent Rights.” 


New Use of Known Process 


The section of the present statute relating to “Defini- 
ons” provides as follows, “The term ‘process’ means 
process, art or method and includes a new use of a 
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known process, machine, manufacture, composition ol 
matter or material.” This is followed by, 

“Whoever invents or discovers any new and useful 
machine, manufacture or 
matter, or any new or unusual improvement thereof, 
may obtain a patent therefor subject to the conditions 
and requirements of this title.” 

The report of the Committee of the Judiciary of the 
House of Representatives said of this provision: 


process, composition of 


“The present law (the former statute) states that any 
person who has invented or discovered any ‘new and 
art, machinery or matter 
or any new or useful improvement thereof, may obtain 
a patent. That language has been preserved except that 
the word ‘art’ which appears in the present (the former) 
statute has been changed to the word process. 

‘Art’ in this place in the present (former) statute 
has a different meaning than the words ‘useful art’ 
in the Constitution and a different meaning than the 
use of the word ‘art’ in other places in the statues and 


unusual composition of 
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it is interpreted by the courts to be practically synony- 
mous with process or method. The word ‘process’ has 
been used to avoid the necessity of explanation that the 
word ‘art’ 
method’ and that it does not mean the same thing as 
the word ‘art’ in other places. 


as used in this place means ‘process or 


Che definition of ‘process’ has been added to make it 
clear that ‘process or method’ is meant and also to 
clarify the present law as to the patentability of certain 
types of processes or methods.” 


Two Important Changes 


Che conditions governing the granting or denying of 
patent applications, made under this new law, are 
changed in two particulars. The new law provides, 
“A person shall be entitled to a patent unless . the 
invention was described in a patent granted on an ap- 
plication for a patent by another filed in the United 
States before the invention thereof by an applicant for 
patent. 

This change by the provisions of the present statute 
from those in the former law that is now superseded, 
was imposed by the Supreme Court in its decision of an 
action involving the patents of oxy-acetylene torches. 

These patents were issued when that art was in its 
infancy. The disclosure by the applicants for the ori- 
ginal patents exceeded their claims. Later these dis- 
closures were made the subject of patent applications 
by competitors. The situation was described by the 
Federal District Court in the litigation that was the 
consequence of this attempt of these applicants to gather 
where they had not sown. 

“It is reasonably clear that the patentees at the time 
did not recognize the full value of their invention but 
the fact remains, whether they did or not, that they 
happened upon a device which has displaced all others 
and seems likely to be the final tool by which metals 
will be cut under this process.” 

When this case came before the Supreme Court of 
the United States Justice Holmes wrote into his opinion 
the principle of patent law that is now embodied in 
this statute. 


True Inventor 


“To regard the subject matter disclosed but not 
claimed in an application as part of a prior art, as ol 
the date of filing that application is, we think, so far 
in conflict with the practical purposes of the patent 
law and so inconsistent with all other rules and _pro- 
cedures that have grown up in the practical carrying 
out of that purpose that it must be rejected. The funda- 
mental rule, we repeat, is that the patentee must be 
the first inventor.” 


An Innovation 


A further innovation provided by the present statute 
is contained in section 103. “A patent may not be ob- 
tained though the invention is not identical, disclosed 
or described . . . if the difference between the subject 
matter sought to be patented and the prior art are 
such that the subject matter as a whole would have been 
obvious at the time the invention was made to the 
person having ordinary skill in the art to which the 
said subject matter pertains. Patentability shall not be 
negatived by the manner in which the invention was 
made.” 
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Section 118 is designed to alleviate the hardship ex 
periences in some instances by the assignees of inventors. 

“Whenever an inventor refuses to execute an appli 
cation for a patent or cannot be found or reached afte: 
diligent effort, the person to whom the inventor has 
assigned or agreed in writing to assign the invention 
or who otherwise shows sufhicient proprietary interest 
in the matter justifying such action, may make appli 
cation for the patent on behalf of and as agent for the 
inventor on proof of the pertinent facts and a showing 
that such action is necessary to preserve the rights of 
the parties or to prevent irreparable damage and the 
Commissioner may grant a patent to such inventor 
upon such notice to him as the Commissioner deems 
sufficient and on compliance with such regulations as 
he prescribes.” 


Reissue of Defective Patents 


In the statutory provisions for the reissue of detective 
patents there is added by this new law a time limit on 
applications of this character that should not be over- 
looked. ‘“‘No reissue patent shall be granted enlarging 
the scope of the claims of the original patent unless 
applied for within two years from the grant of the 
original patent.” 


Contributory Infringement 


Another addition, that may be far reaching in its 
effects relates to contributory infringement which is 
characterized by the Judiciary Committees of both 
House and Senate as a major change. 

“Whoever actively induces infringement of a patent 
shall be liable as an infringer. Whoever sells a com- 
ponent of a patented machine, manufacture, combina 
tion or composition, or a material or parts for use 
in practicing a patented process, constituting a material 
part of the invention, knowing the same to be especially 
made or especially adapted for use in an infringement 
of such patent and not a staple article or commodity 
of commerce suitable for substantial non-infringement 
use, shall be liable as a contributory infringer.’”” The 
new law brings together in one package all of the laws 
relating to patents that were contained in the revised 
statutes of 1874 down to the present time. 


References 
Congressional Record, 82nd Congress, 2nd Session, page 9534 
House Report No. 1923, 82nd Congress, 2nd Session, dated May 12, 1952 
Senate Report, No. 1979, 82nd Congress, 2nd Session, dated June 27, 1952 
Davis-Bournonvile Co. v. Alexander Milburn Co., 297 Fed. 846, aff'd. 1 
Fed. 2nd 227, rev’d. 270 U.S. 390 


Dissolved Air 
ISSOLVED air is being used in many different in- 
dustries to clean up waste waters, Chemical En- 
gineering reports. Originally invented by two Nor- 
wegians for use in paper mills, the process has been im- 
proved and now is being used in soap plants. With the 
addition of certain chemicals, dissolved air will remove 
oils and carbon from liquid. In the process air dissolves 
in water kept under pressure. When the pressure is 
removed bubbles of air ride to the surface, as they do 
in an opened pop bottle, carrying suspended waste with 
them. The waste is scraped off the top and the clari- 

fied liquid removed from the bottle. 
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reading Quality of Cosmetics 


How to formulate cosmetics so that when a given amount is 


placed on the skin it easily reaches a given area with eveness 


and goes no further. 


. Primary functions of cosmetics—Il 


DR. STEFAN KARAS 


I is said that a cosmetic must be able to be spread. 
What does this mean? It signifies that when a given 
amount of the product is placed upon the skin, it is 
desirable that it should reach a given area with evenness 
and with ease, and to go no further. 
For example, if a material is a viscous, oily liquid, 
a thick globule generally forms on the skin, and the 
finger must be used in order to spread it. If the touch 
is light, if it slips well from one part of the skin to 
another upon being placed there, if it covers the area 
in an even manner, then spreading can be said to be 
successful. If, furthermore, it remains where placed, 
neither falls off the skin nor roams elsewhere, then it is 
performing another function necessary with and com- 
plementary to spreading, namely adhesion. 


Lipsticks and Creams 

Chemists experimenting with cosmetics of any type 
are concerned with the matter of spreading, but it is 
particularly important for those formulating lipsticks 
and creams, and inasmuch as it presents no problems 
whatsoever with alcoholic solutions, the liquid perfumes 
and toilet waters can be excluded from this discussion. 

Some cosmetics contain pigments, whereas others do 
not. The pigments are colors, of which white and red 
are the most common, with brown, yellow, and black 
likewise used, and these pigments are actually very 
tiny particles. These particles do not dissolve in a 
cosmetic product, although this appears to be the case. 
Actually, they are suspended in semiliquid, liquid, and 
in some cases (powder) entirely dry products. Many 
things can happen under such circumstances. These pig- 
ments can agglomerate; that is to say, they come to- 
gether, usually at the bottom, separating from the mass 
in which they are suspended. In the words of the cos- 
metic chemist, the pigments “cake” and this is due to 
the fact that they have densities different from the 
greater part of the mixture, and their suspension in the 
mixture has not been satisfactorily accomplished. If 
pigmentation results in even the smallest degree of 
separation or caking, even though this may not be 
noticeable to the eye, it does affect the spreading 
property. 

But pigments are not the only troublemakers. Gums, 
widely used in creams for their emollient properties, 
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Creams should spread readily with the fingers. 


cause little “hills” to be formed in the spreading. There 
is an unevenness which becomes apparent to the eye. 
These gums must be combined in such a way with a 
particular product so that, on the skin, there is formed 
an even stream, with no stopping and starting as this 
stream flows slowly downward from a bottle. 

A single drop of a product will spread, without 
interruption, if it has been well formulated. The small- 
est amount of a cream, taken on the fingertip, should 
be able to be placed upon a rather wide surface of the 
skin. Spreading furthermore involves tinting, in the 
sense that in a jar the color of a product may look dif- 
ferent than when it is spread on the skin. And, finally, 
a study of spreading involves seasonal differences, for 
materials tend to become heavier in the winter, and as 
a result will spread less easily. 


Mechanics of Spreading 


The mechanics of spreading is accomplished in a 
variety of ways, and this must be taken into account in 
order to understand the various ingredients used to 





September, 1952 


185 


accom lish this effect. One can spread cosmetics with 


the fi zer, which is usually a moist or wet application 
in which the heat of contact 
are called into play; one can spread with such an object 


friction and close body 


as a puff, and this can either be a dry or wet process, 
often carried out by breaking the particles; the cos- 
metic, finally, can be spread directly by pressure, as 
with a lipstick or a cologne stick. Or, the material can 
be sprayed, as with an atomizer. 

What are some of the ingredients that offer difliculties 
so far as the process of spreading is concerned? First, 
beeswax and lanolin are particularly hard to spread, 
and must be dissolved with other oily or waxlike ma- 
terials that not only are more efficient in this regard, 
but aid the spreading function of the beeswax or the 
lanolin. For the most part, mineral oils, vegetable oils, 
and synthetic substitutes can be used for this purpose. 
Che drawbacks of stickiness, gumminess, and other difh- 
culties are thus overcome. 

On the other hand, humectants and detergents aid 
not only in keeping a product as it should be, in the 
jar or container, but also help spreading, because they 
provide an affinity between the skin and the cosmetic 
itself. 


Spreading Aid 

This spreading aid is particularly noticeable on oily 
skins. When a skin is covered with its own natural oils, 
emulsification continues to take place on the skin itself, 
thus facilitating the spreading process. ‘The very me- 
chanical movement on the skin, during the course ol 
spreading causes a further emulsification, not unlike 
that of washing with soap and water. 

From the commercial and economic viewpoint, it 
might not be feasible to have different products for 
oily and for relatively less oily or dry skins, but this 
would be quite logical from the functional viewpoint 
of the cosmetic, and this is true not only when con- 
sidering spreading, but other functions as well. 

Just as spreading on an oily skin is facilitated by the 
presence of detergents and humectants, so it is aided 
on a dry skin by the presence of water. Consequently, 
the ideal product for all skins would contain a mild 
detergent and a mild degree of oiliness. 

From the viewpoint of beauty culture, ideal would 
be the cosmetic product, not only cream but particu- 
larly face powder and foundation, where the human oili- 
ness is not destroyed, but at the same time is properly 
covered. This is particularly recommended in cosmetics 
destined for the warmer climates, and in those used 
during the warmer seasons. For during such times the 
natural fats on the surface of the body are melted and 
absorbed by the system through the skin more easily 
than during the winter time. 


Too Much Slip 


Spreading as a function differs with the type of cos- 
metic under consideration. For instance, the use of a 
large amount of tale in a face powder formula is pri 
marily designed to make spreading easy, but this is 
precisely what makes dificult the adhesion or per- 
manence on the skin. Too great a tendency to spread 
easily, or, as it is known in the trade when powder is 
spoken of, too much slip, almost inevitably means that 
the powder will lack sufficient permanence to make it 
practical for everyday use. This is especially true when 
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certain types of talc, as the poor grade domestic grades 
are employed. 

Without interfering with the spreading ability or the 
slip, the lack of permanence can be counteracted to a 
large extent, and it is for that reason that such well 
known powder ingredients are added as zinc stearate, 
kaolin, barium sulfate, zinc oxide, and titanium di 
oxide. However, a slight unbalance between any ol 
these products and the tale results in a lack of suflicient 
slip. 


Hair Products 


When hair products are considered, the problem is 
again quite different. Spreading must be attained in 
such a way that the thin threads of hair should be 
evenly and individually covered, and they should 
achieve a luster, or a reflection of light, without having 
groups or batches of the hair stick together, making a 
bundle. The hair should not become heavy as a result 
of the use of a hair product, such as brilliantine, but 
it should rather retain its elasticity. 

For that reason, in the formulation ol a brilliantine, 
it is necessary to emphasize and overemphasize the ad 
visability of using oils of low viscosity. Ordinary pe- 
troleum jelly, no matter how highly purified it may be, 
is heavy, sticky, gummy on the hair, and hence does 
not achieve spreading without bundling. However, a 
synthetic organic substitute, such as odorless isopropyl! 
myristate, is usually superior in this respect. 

The shampoos require good spreading action even 
more than do other hair products, because the tiny 
particles of dirt must be wetted with the shampoo in 
order to be either emulsified or mechanically removed. 
For the purpose of spreading, the new synthetic 
shampoo products, such as the sulfated fatty alcohols 
(syndets) have demonstrated their superiority over 
soap. The ease of spreading through the hair and on 
the scalp continues during the removal process, thus 
again demonstrating the preference for synthetic sul- 
fated alcohols over soap. This is due to the instan- 
taneous spreading action resulting when the hair is 
moistened with the synthetic detergents. No rubbing, 
no hard work are required to facilitate this action. 

Taking into consideration all of the factors so 
briefly summarized here, how can the spreading prob- 
lem be met? First, let it be pointed out that most cos- 
metics are emulsions. Some emulsions, such as those 
containing borax in beeswax, are outmoded, as they 
are too thick and have been replaced by superior 
products. 

Experimental procedure indicates the superiority 
of including beeswax and lanolin not only with wetting 
agents and synthetic detergents, but also with solvents. 
Greater consistency and uniformity are obtained, and 
in addition thickeners are then required. Such thick- 
eners may be diethylene glycol esters, as stearate and 
oleate, sorbitols, magneium silicates, and esterified 
cellulose. 

When face creams are being made, the use of such 
an agent gives a solid product. To obtain the product 
in semiliquid form, so as to give it the proper flow, 


the amount of thickener is diminished. 


When Pigments Come Out of Solution 


In order to overcome the difficulty obtained when 
pigments come out of suspension and agglomerate at 
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the bottom of a jar, the use of sodium cellulose sul- 
some recommended. To 
achieve the proper spreading quality, particularly for 
foundation different thickeners 
simultaneous one 


fate o1 similar material, is 


creams, several 


recommended fon 


are 
formula, 
but it is important to select those that will not inter- 


use In 


act among themselves. 
For night cleansing 
has largely been replaced by esterified diethylene gly- 


creams and creams, beeswax 


col or esterified glycerol, and the esterification of these 


polyalcohols might result in the mono- or the di- 
esters, and particularly stearates and oleates. 

There are other concomitant effects that are some 
times either desirable, or in other instances must be 


avoided. For example, in the shampoo formulation, 
it is necessary to have such easy spreading as will give 
good foaming action, but any foaming action whatso- 
ever is most undesirable in a foundation cream. Even 
the smallest suggestion of the appearance of a foaming 
action (a whiteness or a bubbling effect) is most un- 
desirable in the cream, and yet it may have been at- 
tained as a result of the striving for good spreading 
ability. 

Now, in a cream, the foaming eflect while spreading 
can be destroyed by enhancing the 
diminishing or entirely eliminating the glyceryl or 
glycol stearates, and replacing them by the oleates. 


oiliness, or by 


The latter are particularly less foaming when used in 
conjunction with mineral oil and lanolin. Likewise 
useful are properly saponified acids with triethano- 
lamine or nitroparaffins. 

The use of a so-called self emulsifying wax is also 
to be recommended. The absorption of water in such 
a wax rises as high as eighty per cent, or more, and it 
is therefore most suitable for hand lotion formulations. 
In such cases, easy spreading should be combined with 
quick evaporation of most of the ingredients. If, for 
example, there is a large percentage of oils in the lo- 
tion, amounting to five to ten per cent, the spreading 
effect will be excellent, but evaporation proceeds very 
slowly, with the relatively nonvolatile oils remaining 
and giving an objectionably greasy feeling. 

After evaporation takes place, the materials re- 
maining on the skin should be relatively water- 
repellent. The hands that are dry should be free of 
any stickiness. To impart this desirable quality, a 
small amount of cetyl alcohol in the hand lotion is to 
be recommended. While an indication of percentage 
is dificult without an examination of all other in- 
eredients, for a hand lotion cetyl alcohol should usually 
be kept as low as five per cent. 


Face Masks and Powder Bases 


It is interesting to conclude with a 


about face masks and powder bases, for the spreading 


few words 
function becomes an apparent one, with the woman 
fully aware of the property she is seeking. A powder 
base should be so designed that the surface is easily 
covered and the material quick to dry. During this 
rapid drying, an effect is obtained on the face which 
is usually called “tightening” and which is often con- 
fused with shrinkage or astringency, but it is far from 
being the same function. By tightening is meant that 
sensation or feel the drying of the hy- 
drophilic product. For this purpose, bentonite is ex- 


obtained by 
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use has become common in what is 
known as the mud mask. 

The use of bentonite or the so-called 
artificial skin to be formed, covering the actual epi- 
dermis, and resulting in the tightening sensation be- 


cause of drying. If there were no problem other than 


cellent, and its 


gums causes 


tightening, this would to easy to accomplish, but good 
spreading is necessary as well, and this requires the 
addition of vehicles, all ol 


which evaporate rapidly at room temperature. 


water, alcohol, and other 


Thus we see how complex is the entire problem of 
intermingled it is 
formulation. 


spreading, and how closely with 


other areas of cosmetic 


Cosmetie Excise Tax Collections 


"gee sian excise tax collections for the years of 
1950 and 1951 and also the collections for the 
months of 1952 so far issued are given in the table 
following: 

1951 
$12,255,363 


12,867,842 


1950 
S$ 9,836,052 
11,654,681 


$11,547,853 
14,338,420 


January 
February 


March 7,248,879 8,534,569 6,811,063 
April 8,218,865 5,746,348 6,985,099 
May 9,174,622 9,293,461 8,316,993 
June 8,253,649 8,622,275 8,136,742 
July 9,557,445 8,901,311 7,965,373 
August 10,252,706 9,671,335 
September 7,698,854 7,042,472 
October 9,365,932 7,900,314 
November 8,916,488 8,159,612 
December 8,974,245 7,781,091 


Big shots are just little shots 
Houton Line. 


who kept on shooting. 


Big mystery to many people is how some get thei 


jobs. I wonder how some keep them.—Harold Hutchins. 








... here’s 


“How do you expect to up sales with only a powder base 
a powder base's base!”’ 
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We have a large selection of compounds especially blended for use in 
facial and hand creams. They have been thoroughly tested, are non-toxic 
and guaranteed not to discolor; they will also cover up the odor of 


Lanolin when used in creams. From these, we are featuring to-day 


MUGUET DE MAI 233 


which will impart the true natural Muguet 


Flower fragrance to your preparation 


fresh — lasting — economical 





ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 
SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 
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66 E specialize in fringe items,’’ says Mary Sher- 
man. She and her husband have been prov- 
ing for the past four years that the small 

fellow—or girl—still stands a chance in the cosmetic 

market. 
The Mary Sherman line was founded on a carefully 


compounded product, attractive packaging, sound 
trade contacts, and Mrs. Sherman’s spare time. It has 
developed into a full-time concern going at full speed: 
Mary Sherman Inc., of St. Louis, Mo. By concentrating 
on fringe items, it evades the big-time competition. 

“The larger houses haven't time to develop these,” 
says Mrs. Sherman, who used to be a buyer. “My ex- 
perience has proved to me that well-packaged mer- 
chandise combined with excellent quality contents 
lead to quick repeat business. 

“We started out by working with some consulting 
chemists, then set up a small laboratory. We developed 
a formula for a bubble bath that would not dry the 
skin, would retain the bubble and, as the water goes 
down the drain, would clean the tub.” The resulting 
product enjoyed excellent sales almost immediately. To 
attract store traffic, a bubble bath machine was built 
to blow bubbles about the department. The initial ex- 
pense of the machine was soon forgotten in the increas- 
ing volume of orders that resulted. Thanks to consumer 
demand, the bubble bath is now packaged in quart 
bottles. 

While Mrs. Sherman did most of the initial work 
herself, her husband, a traveling perfume salesman, 
soon gave up his job and joined her. Because both 
Shermans knew buyers it was comparatively easy to 
book the first order, but their success is proven by the 
repeat business. 

The Sherman line now includes a cream, body lotion, 
and a cream sachet. Following the success of their 
cream sachet, they are now introducing the first per- 
fume item in purse size with matching cologne. It is 
called Evesdrop and has a floral base. 

In explaining how they select products for intro- 
duction, Mrs. Sherman emphasized: “So many times 
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“We specialize 


° 


im 


fringe items” 


JEAN MOWAT 


I'm told we should have such-and-such item in out 
line; the store has been having many calls for it. 
Often the callers turn out to be the same woman. We 
found that out in the case of our bubble bath, and 
did not change the size until we had received calls 
from all the ‘who’s who’ stores on our customers’ list. 
Then we had a definite foundation on which to build 
sales.” 

Mrs. Sherman still does much of her own selling, 
spending two days a week in the field. And her hus- 
band, who had planned to give up traveling, is doing 
twice as much as ever before. But are they complain- 
ing?—like a gravedigger who has struck gold! 


Old Chemical Executives 


OR years we've defied convention. Other chemical 
firms retire their top executives at the age of sixty- 
five, but we offer to hire them. 

We've found that many of the “elder statesmen” of 
the chemical industry are vigorous and original thinkers 
still, leaders who hate inactivity and whose experiences 
are invaluable to a successful business operation. 

By adding these first-rate men to our staff as con- 
sultants on special problems, three objectives are ac- 
complished: namely, our clients receive the benefit of 
vast experiences, top chemical executives over retirement 
age have an opportunity to keep their minds young and 
active, and our prestige is increased. 

We hope that when the “elder statesmen” of the 
chemical industry retire, they will consider the possi- 
bility of employing their talents with us.—R. S. Aries & 
Associates. 


Anyone who stops learning is old whether this hap- 
pens at twenty or eighty. Anyone who keeps on learning 
not only remains young but becomes constantly more 
valuable, regardless of physical capacity—Henry Ford. 
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Constructive Salesmanship 
ie INSTRUCTIVE salesmanship recognizes that there 
must be at least two beneficiaries to every sale: the 
buyer and the seller. It is not ethical, by today’s selling 
code, to sell a person anything that he cannot use to 
advantage, any more than it would be to sell goods un- 
der false pretense as to their quality. 

The average customer is not an expert in the thing 
he is buying. He doesn’t know nearly as much about 
it as the salesman does. This lays upon the salesman an 
obligation to protect the customer, and give him, if 
possible, something better than he would, according to 
the strict letter of the contract, expect to receive. 

Salesmen, sales managers and firms which pursue 
such a policy will find that they are making their busi- 


ness financially better.—Royal Bank of Canada. 


Use of the Word ‘‘Free’”’ 


HE recent Federal Trade Commission order re- 
affirming its stand of several years ago on the use of 
“free” in advertising is of direct and immediate concern 
to all merchandisers. 
The case involved the Book-of-the-Month Club, 
cases are pending, and presumably will be de- 
against five or six other 


but 
similar 
cided in exactly the same way, 
book clubs. 

What is causing the furor is not the FT’s cease and 
but the essay by FTC Chairman James M. 
He said, among 


desist order, 
Mead which accompanied that order. 
other things: 

“The word ‘free’ as used by the [Book-of-the-Month 
Club] makes a single representation, and, being untrue, 
cannot be qualified, it can only be contradicted. A state- 
ment in an advertisement which is totally false cannot 
be qualified or modified . . . 

“Tf it is false, it is unfair, and if it is unfair, it violates 
the Federal Trade Commission Act regardless of wheth- 


er actual injury or deception may be involved.” (The 
italics are ours.) 
According to Mr. Mead, therefore, “free” means 


literally without cost, and with no strings whatever at- 
tached. A retail store cannot offer “one bar of soap free 
with the purchase of three”; a manufacturer cannot 
offer ‘a dozen free with the purchase of a gross’; an 
amusement park cannot sell an admission ticket which 
“free” ride on the merry-go-round. None of 
are free. They have conditions attached 


includes a 
these “things” 
to them. 

Of course, Chairman Mead may be _ technically 
correct. But if he insists on getting that technical, how 
about going all the way, instead of only part way! 
Suppose you say to your neighbor: “T have just switched 
to gas heat, and I have a couple of tons of coal in my 
basement which you can have free if you will haul it 
away.” If Mr. Mead is correct, you are making a false 
statement, and attaching a qui alification to your gift 
that makes it “conditional.” He’s got to haul the coal 
away; it is only free if he does so. 

But this gets too silly. The important point in all this 
discussion is Mr. Mead’s assertion that the Book-of-the- 
Month Club use of “free” violates the law regardless 
of “whether actual injury or deception may be in- 
volved.” 
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“actual 


The law presumably was designed to prevent 


injury or deception.” If we are not mistaken, it says 
so in its preamble. If the effect of an advertisement in 
causing “injury or deception” is not even a point at 
issue, what is the purpose of the law? To make certain 
that language is used only in a purified and rarified 
form which will satisfy the most learned lexicographer? 
The decision will be appealed. And the appeal should 
have the full support of every one who believes that 
laws ought to be administered to perform a useful social 
function, and for no other reason.—Advertising Age. 


When the Customer Says *“‘No!”’ 


ELLING begins when the customer “NO.” 

That is what too many people are saying now. Most 
sales plans neglect the “last three feet” where the goods, 
the customer, the money and the salesman come to- 
gether. That is the place where the sale is lost or 
switched. Advertising does the job of pre-selling but at 
the last three feet transactions are made. The last 
three feet is face to face in a store, house-to-house with 
a distributor, with a buyer, with a dealer or with any 
other customer. 

It’s high time the “tops” 
success for their product and company become sales 
minded—not alone production and operating minded. 
It’s high time every step of selling the product be con- 
sidered carefully to avoid sticking to methods that won't 
work when the people's resistance is high . . . like now. 

Begin by being open minded—don’t say “that’s not 
our way” or “it won't work.” Consider any good idea 
but visualize it all the way thru to the spot where it’s 
sold to the consumer. Don’t let it lodge with distribu- 
tors or in warehouses or with dealers—keep it moving 
—and be sure your plan gets the re-orders earned for 
your product. Kep assortments exposed—avoid “out 
of stock” for lack of open to buy caused by other slow 
moving goods. Know facts and figures at dealer level. 

A selling plan begins with the product—let’s assume 
it is right and competitive. What are the consumer 
benefits—discover and find a way to tell that story well 
—but remember “the human mind thinks in pictures 
not words” so make sure all can visualize it clearly— 
every benefit from the consumer side—not just your 
side. Get benefits on paper—in ads—and in every me- 
dia you choose—but most of all so your salesmen can 
show—tell—demonstrate—and sell with “know-how” 
and enthusiasm. Be sure the benefits are there for all— 
the distributor, the dealer, the salesman and for you— 
but again most of all for the consumer.—IV. L. Stens- 
gaard., 


Says 


of business who want sales 


Safety Pins 


HE business picture is like a beautiful girl who has 

on a magnificent and expensive dress but whose un- 
derwear is torn, and shored up with safety pins. On 
the surface, business is terrific, but underneath it is 
shored up with controls, false shortages and inflation- 
ary pressures. If we could take our economic safety 
pins off our economic pants and see how far down 
they would fall, I think we’d see an alarmingly differ- 
ent picture.—Irving B. Hexter. 
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RETAIL BUYERS REPORT 


Record Heat Scores Record Fragrance, Deodorant, 
Bath, and Hair Goods Turnover in Middle West 


JEAN MOWAI 


Chicago—The Middle West, suf- 
fering under the hottest season in 
more than a decade, has, in re- 
sponse, scored a record fragrance, 
deodorant, soap and bath items 
sales volume. 

Fragrance sales were outstand- 
ing, but buyers report numerous 
complaints from customers that 
the stick-fragrances last but a short 
time once the container is opened. 
Probably for that reason, — stick 
sales centered around the small 
sizes, Which are popular for travel- 
ing. Presentation of these solid co- 
lognes was sound, but displ: ys were 
not as good as when the item was 
first introduced; the liquids took 
first place in all major stores. 


Sticks Unsatisfactory 

Buyers assert that there is a 
place for a stick cologne, but that 
more research and a better product 
is needed if sales are to continue. 
Consumer satisfaction disappears 
along with the fragrance. Buyers 
claim that the repeat business on 
the sticks does not equal that on 
the liquid colognes. One of the 
suburban areas in St. Louis and 
another in Chicago reported that 
the usual purchase of a good sum- 
mer cologne was sold within a 
week. One firm placed three re- 
peat orders and sold out before 
September arrived. 

Purse perfumes also took on new 
importance; floral odors were first 
choice. Combinations, at a special 
price or not, sold themselves. 


Soap. Bath and Hair Goods 

The hot weather also increased 
sales of soaps, bubble bath, bath 
oils and hair preparations of all 
kinds. 

Two leading soap manufactur- 
ers held annual sales in August 
and these set new unit volume rec- 
ords. Bubble bath, long considered 
a winter item, gained new sales 
prominence. To cool off, one lead- 
ing ‘““keep-well” columnist  sug- 
gested a tub with tepid water and 
a dash of fragrance, such as bath 
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salts. It is believed that this sug- 
gestion had a noticeable sales etf- 
fect, although the writer probably 
had no idea of the push he was 
giving. 

With an average of one woman 
out of twelve wearing a hat, the 
hair goods market should be excel- 
lent during the coming season. 
Right now most hair is frizzled 
from continual sun, wind and rain 
exposure, and from the carelessly 
applied permanent. Stores which 
gave space to the hair department, 
featuring shampoos, scored a land- 
office business, but few featured 
oils and salves for keeping the hair 
in good condition. There is a real 
opportunity for manutacturer-re- 
tailer cooperation, to their mutual 
profit. 

The sale of “twin units” by a 
leading cosmetic house, and the 
annual soap sale by another took 
over all sale and department space 
in stores throughout this area. 

Both of these sales were tremen- 
dous from Kansas City to Detroit, 
and from Indianapolis to Minne- 
apolis. Such centers as Omaha, 
Des Moines, Duluth, and even Chi- 
cago found that the national ad- 
vertising paid off in handsome 
sales. “We believe that a good deal 
of Christmas buying was done,” 
was the comment of Detroit buy- 
ers, “because many of the custom- 
ers purchased extra boxes.” 

While the “twin” sale was not in 
the same classification, it came at 
a time when the college fashion 
shows were being held, and many 
sales were made to these girls pre- 
paring for their college classes. Yet 
little stress was placed on this vir- 
gin field, which apparently both 
the maker and the retail store com- 
pletely overlook. 

Any cosmetic manufacturer 
might well study the crowds of 
young people, both men and 
women, who are being outfitted 
from head to toe for college. Yet 
none of these stores featured even 
a suggestion of what to buy for 
one’s skin. If the college men and 
women do not give their skins 
treatment and care today, it will 





Department heads check up 
on past season’s performance, 
find record heat boosted fra- 
grance, deodorant, soap, bath 
and hair goods volume. 


Overall sales equal last year’s 
in almost every instance. 


Solid cologne sales show signs 
of sagging as customers find 
fragrance fleeting. 





take considerable advertising to 
sell them the goods tomorrow. 
Here is a field that has been left 
completely untouched by the mak- 
ers. Kits could be made up so that 
the basic creams could be installed 
and a study of the skin made so 
that the right cream—and its use 

be explained to each one ol 
these young customers. 


Predictions for Christmas 


Buyers interviewed in the major 
cities have this to say about Christ- 
mas prices: Business will be done 
in the $2 to $5 bracket and a good 
product can be offered without ex- 
pensive wrapping. Most women 
will wrap their own, or pay for a 
special job, but they do not want 
the manufacturer to incorporate 
his charge for this service with the 
item. The Christmas party, be it 
school, college, office or club, is al- 
ways important and often the same 
person attends several. Item must 
be smart, not too much of the 
gadget type, and sell from $1 to 
$1.50, the latter the top price. 
Items offered for 50 or 75 cents 
should do a tremendous volume, 
these buyers assert. 

The fancy ornaments that con- 
tain a quarter dram or a sample 
size of perfume make ideal items 
for the Christmas tree party, at 
home or at school. These should 
also be in the lower priced divi- 
sion if there is to be a volume of 
sales. 

Suburban stores are competing 
strongly with the main city stores. 
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Interest in the newcomer to any 
of the suburban areas is so keen 
that, in one cooperative promo- 
tion, merchants combine to issue a 
gift book to be presented at the 
store. A representative of the 
chamber of commerce gives it to 
the newcomer. The promotion is 
said to pay its way. 





For the cosmetic department ol 
either the specialty shop or the 
beauty division of a drug store, 
such a presentation is a most wel- 
come and prized gift to the new- 
comer to insure future patronage. 
Often a choice is given, while the 
saleswoman obtains the newcom- 
er’s name and address. 


Public Swinging Back to Liquid Colognes; 
Find Stick Fragrances Fleeting 


MARY LINN WHITE 


Cincinnati—There are signs ol 
a “reaction” in the matter of solid 
colognes and_ liquid colognes. 
While the scent sticks, which last 
summer walked out of every shop 
and department by the gross, are 
still quite popular, there is a great 
swing back to the old favorite 
light liquid colognes as weapons 
against continued hotter-than-aver- 


age weather. 


Stick Fragrance Fleeting 

One assistant buyer explains it 
thus: Though the solid is easier to 
carry, still ‘the liquid is the true 
and more lasting fragrance. Many 
women did not learn how to han- 
dle the solid colognes (let them 
evaporate, etc.) and so have con- 
cluded that the sticks don’t “go as 
far” as the liquids. So they are go- 
ing back to liquids. 

Of course, there have been some 
liquid cologne promotions which 
have done exceptionally well, and 
would have, stick colognes or not. 
One is Coty and another is D’Or- 
both always sound sellers here. 


say, 
The solids, where pushed, have 
been “hot,’”’ too. For instance, a 


deepfreeze novelty display in the 
front of the cosmetics department 
at McAlpin’s brought results that 
“amazed” the buyer, while Rev- 
lons’ aquamist solid at $1 also 
walked out in a hurry. Dana’s tri- 
plets (a trio of solid colognes) got 
special mention from salesgirls at 
Alms and Doepke. 

Taking the hint from the trend, 
Shillito will advertise Dana’s com- 
ing “fragrance windfall,” a $3.50 
size of cologne with an assortment 
of four small perfumes added, all 
for the $3.50. Men’s summer “‘cool- 
ers” did well for themselves, too, 
especially Sportsman and Lenther- 
ic’s line, which delighted one buyer 
with its cabinet display. 


Other Favorites 


Other hot weather items, such as 
deodorants of both the cream and 
squeeze-spray type, boomed. Over- 


all favorite here is the latter kind, 
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cream deodorant 
still has strong pull. Stopette, go- 
ing into a new line, introduced 
shampoo in a price deal that at- 
tracted quite a few customers. 


though ‘Tussy’s 


Another new hair product, Pert, 
the home permanent with several 
new twists (but not necessarily eas- 
ier to do), started out not too 
strongly, but may develop later. 
Shadow Wave, Lilt, and Toni are 
tied for first place here. Hudnut’s 
soon-to-be-introduced home _ hait 
coloring is predicted to become a 


hit. Customers of Hudnut home 
permanents are expected “to take 
to” it at once. 


Biggest single item of the month, 
which was a good one for sales, was 
Rubinstein’s beauty-pairs’ price-re- 
duced promotion. Shillito sent out 
100,000 bill enclosures on them 
and was gratified with results. Dor- 
othy Gray, with her special in skin 
lotion, is expected to produce sim- 
ilar returns. There is no question 
about it: local women wait for 
these sales, stock up, and then re- 
frain from buying till the price is 
reduced or an extra is offered 
again. 

Rollman’s reported exceptional 
sales with Max Factor’s new-consist- 
ency lipstick, an impor ted non- 
breakable mist atomizer at $7. 50, a 
small cosmetics bag of fabric at 
$1.25, an insect-repellent cologne 
stick at $.39 and the Blanchard 
line of scents. The buyer here re- 
ported that customers first bought 
the smaller size of the mosquito- 
repellent Shoo, then returned for 
a larger size. He told that the com- 
mendable and unusual coopera- 
tion of the Blanchard people made 
him feel like reciprocating, and 
that he regularly devotes large dis- 
play space to the line. An inexpen- 
sive line (highest price: $3), it 
pays off. 

The sell-off of old-package Bar- 
bara Gould items went well, and 
the one-third-off sale of Harriet 
Hubbard Ayer’s old packages, in 
preparation for an attractive new 
package, is expected to do likewise. 











Lipstick Sampler Group 
Packages Popular 


LEE MCKENNON 
New Orleans—An unanimous 
answer from buyers on group 


packaging is difficult to get. Some 
group packages have been re 
ported as not moving too well but 
one that has all the buyers happy 
is Revlon’s three lipsticks for 
$1.00. These are generous sized 
simple metal containers, boxed 
gether, different shades in differ 
ent boxes, and they are selling very 
well. There’s no doubt about it: 
women like variety in lipstick 
shades and when they can get va- 
riety in one low-priced package, 
they buy. 

One store here just started ofter- 
ing Helena Rubinstein’s line re- 
cently and the resulting — sales 
are most gratifying. Her Deep 
Cleanser and Silk Tone Make-up 
are the fastest-moving items to 
date. The cooperative advertising 
is a great help. 

Erno Laszlo preparations con- 
tinue to move, the buyer reports. 
Mail orders come in day by day 
and although the cosmetics in this 
line are especially beneficial to 
problem skins, it is found women 
with dry skins, and aging skins are 
coming back for more Laszlo COs- 
metics. This, along with the sales 
to routine customers, has a volume 
that is impressive. 


Summer Sales Report 


Looking back at the past sum- 
mer months, deodorants were the 
top-sellers, which isn’t very surpris- 
ing. Although a steady seller the 
year round, the heat and humidity 
bring increased demands for more 
deodorants. DuBarry’s Dainty Dry 
went especially well, the buyer of 
one of the larger department stores 
reports. It is a deodorant and non- 
perspirant, which is a very good 
selling point, but the non-aller- 
genic factor was the biggest draw, 
the buyer finds. Many customers 
felt that they could not use many 
of the deodorants on the market, 
and they seemed very happy with 
Dainty- Dry. 

Another deodorant which moved 
quickly was Sutton’s stick deodor- 
ant. It sells for 59 cents and $1 for 
the larger size, and keeps on prov- 
ing to be very popular. 

Coty’s bath preparations also 
went very well. The buyer attrib- 
utes this to a good product, sum- 
mer heat and the excellent adver- 
tising campaign Coty gave the 
preparations. 
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Dallas Stores’ Check-Up Shows Past Summer’ 


s Sales 


As Closely Equaling Those of Previous Season 


JEAN ROBERTS 


Dallas—Department stores, spe- 
cialty shops, chain drugs and su- 
permarkets have been concentrat- 
ing their advertising and _ their 
counter displays on generally the 
same kind of merchandise. Dallas 
has broken all records this year on 
the number of successive days with 
temperatures ove! 100 degrees, so 
that items designed for hot weather 
have been leading in all stores. 

Most stores report that the past 
summer's sales kept pace with 
those of the previous year’s. A few 
report sales as slightly below last 
year’s. 

There is quite a divergence of 
opinion as to whether the demand 
for stick colognes is diminishing. 
Some buyers feel it is falling off 
while others think that the de- 
mand is just a little harder to 
check now that almost every per- 
fume house has come out with a 
solid form. All agree that purse 
size sticks are good summer sellers. 

Home permanents continue to 
sell well in all stores. 


Summer Sales 


Sanger Bros. reports as its most 
successful ad one featuring sum- 
mer “pick-me-ups” which carried 
nine items designed to keep cool, 
such as double ‘cooler cologne, co- 
logne stick, bubble bath, skin 
freshener, etc. 

A. Harris also featured summer 
“coolers,” with a special soap sale 
and many other summer items dis- 
played on the counters. An attrac- 
tive wrought iron cart was used as 
floor displays in Harris’ expanded 
cosmetics section and this cart 
boosted foot balms and _ lotions 
sales. Clerks report that it was an 
eye-catcher to weary summer shop- 
pers whose feet almost invariably 
hurt. Doubtlessly, many had never 
thought of using such a product. 


Other Promotions 


Tiche-Goettinger again have set 
up their perfume fountain which 
bubbles up a fragrant cologne or 
perfume for customers to reach out 
and sample as they pass. Sales al- 
most invariably jump when this 
fountain is used. We watched for 
several minutes and almost every 
woman who passed paused to pat 
a little of the fragrance on ie 
neck or arms as she came through 
the aisle. 

Neiman-Marcus, which as a spe- 
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cialty store carries fewer items dis- 
played on top of counters, also fea- 
tured hot weather items. Summer 
shades of lipsticks were good sell- 
ing items. Clerks also were 


; 
‘4 
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equipped to give expert advice on 
skin care to combat constant swim- 
ming, hot winds and hot sun. Sales 
of special face creams were high. 

Sangers reaped a sell-out on a 
special Barbara Gould promotion 
when it offered the old package for 
half price to make way on the 
shelves for the new blue and white 
package. 


Some of the principals at a recent luncheon meeting of the Cosmetic Industry Buyers & Suppliers 
Assn. Left to right are E. R. Ellis, of Parkinson Perfumers Inc., entertainment chairman; Harold 


Anderson, Kohnstamm & Co., membership chairman; 


Shockley Gamadge, vice-president of 


Magnus, Mabee & Reynard, corresponding secretary; Gregory Thomas, president of Chanel, 

Inc.; Barbara Barnes, WOR and WOR-tv personality who with her father, Pratt, forms the only 

father-daughter team on radio or TV; Ernie Sloan, technical director of Milkmaid Inc., 2nd 

vice-president of CIBSA; Lamson Scovill of Scovill Mfg. Co., board of directors; Bob Armstrong, 

Goldschmidt Chemical Corp., 1st vice-president; and Patt Barnes, Barbara’s father and a radio 
veteran of 25 years. 





Buffalo Sales Still Hampered by Late Steel 


Strike; 
MAGGIE FLEMMING 


Buffalo—Nobody, but nobody, 
not even Gimbels, could possibly 
picture the breadth and depth of 
the dullness that characterized 
Buffalo business of all types dur- 
ing the past month! The listless- 
ness found in toiletries buying was 
a continuation of the condition de- 
scribed in our last month’s toilet- 
ries report. Undoubtedly, the 
apathy can only be explained by 
the completely debilitating quality 
of the humidity which this town 
never had before, coupled with the 
fact that the steel strike had not 
been settled long enough to show 
any improvement in consumer 
buying of any kind. 


Effects of Strike Wide-Spread 


In a city employing as many steel 
workers as ours, a strike not only 
lowers the buying power of the 
steel workers, but also of the thou- 
sands upon thousands of other 


Deodorant, 


Soap Only Sellers 


people in businesses acutely af- 
fected by this  non-productive 
condition. Manufacturing plants 
which needed more steel than they 
had on hand, for the fabricating 
of the various parts they normally 
produce, were forced to lay off em- 
ployees because of their inability 
to secure more steel for them to 
work on. The same held true with 
heavy construction workers. Ven- 
dors of products, whose volume of 
sales stem from the regular employ- 
ment of all these people, suffered 
proportionately. And it will prob- 
ably take two more months before 
business returns to its normal level. 
For toiletries this holds doubly 
true, especially in view of the fact 
that they are more of a luxury 
than a necessity, in such an acute 
situation as this. 


Deodorants, Soap Only Sellers 


In view of the foregoing, it is 
easy to understand why the only 
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retail consumer buying in_ toilet- 
ries this month in Buffalo has re- 
volved around just two items: de- 
odorant and Elizabeth Arden hard- 
milled soap, which was offered at a 
special price. 


Rather than have this report 
end on a low note, be it herewith 
noted that “comedy relief” was 


provided by the introduction here 
of the “roller relaxers.’”’ Whereas 
they swept California by storm, 


they merely rolled Buffalonians in 
the aisle, so to speak. They were 
looked upon as a gag, and though 
the counter where they were dis- 
played was swamped with loads of 
laughs and many a quip, nary an 
order resulted. This reaction was 
hardly appreciated by the buyer, 
who is now faced with the unre- 
laxing problem of how to get rid 
of the batch which was purchased 
with such high expectations. 


West Coast Buyers See Fragrance Sales Severely Hit 
by Excise Tax; Self-Service Outlets Costly? 


DON COWLING 


Los Angeles—There is a_ feel- 
ing among toiletries buyers that 
the tax on perfumes is throwing 
business to soap. Once there was 
a kind of reluctance on the part of 
store customers to purchase soap 
for gifts, but now, with the 20 per 
cent tax staring them in the face, 
which of course is not reflected in 
the value of the gift, shoppers are 
turning to other items. Fitted 
cases, for instance, have slowed 
down in sales almost to a standstill. 
Most fitted cases sold today are 
moved at a marked-down price. 
Many buyers are quite willing to be 
quoted that the 20 per cent excise 
tax has changed, and is continuing 
to change, the toiletries merchan- 
dising picture. 

Another curious angle on both 
the times and the excise tax is 
found in the complaint of top spe- 
cialty shop and department store 
buyers that their best customers 
now supply their perfume needs 
on their trips to Europe. It is con- 
servatively estimated that over one 
half million Americans are touring 
Europe this summer. Among that 
half million can be counted the 
best perfume customers for many 
of America’s top stores and it is a 
safe bet that many, if not all of 
them, will purchase rfume in 
France. Added up, the total is 
bound to be reflected in a drop in 
perfume sales at the stores where 
these people formerly filled their 
perfume requirements. A top drug 
store proprietor in one of San 
Francisco’s most exclusive suburbs 
announces that he is going out of 
perfumes. He expresses himself as 
completely fed up with the expe- 
rience at handing out a thirty dol- 
lar bottle of perfume and having 
it handed back to him with acer. 
bity when he asks for six dollars 
more than the price of the bottle. 
He says he feels that the limited 
amount of perfume business he 
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can do today at best does not jus- 
tify the hard feeling on the part 
of his customers which is engen- 
dered when they are brought face 
to face with the tax. 


Re: The Supermarket Picture 


What does the self-service drug 
store do on lipsticks and creams? 
How many lipsticks are smeared 
and broken and sent back to 
the manufacturer for replacement 
when the stock is put out on the 
self-service counter? How many 
creams are opened and smeared? 
And unless the stock 7s put out 
within reach, how many lipsticks 
and creams are going to be sold? 
The toiletries field is broad 
enough so that no one channel of 
selling can ever eliminate all the 
others. 


Store Scores 


In The May Company's Denver 
store a main aisle open demonstra- 
tion of a hair spray coloring was 
going considerably better than 
well. The manufacturer represen- 
tative was doing the pitch, spray- 
ing streaks and dabs of color into 
the hair of the prospects who 
crowded the booth, and a store girl 
was ringing up the sales and pass- 
ing out the merchandise. 

Also featured was an effective 
display of stick colognes. A large 
block of dry ice was set into a bowl 
on the counter, and crowded 
around it was a display of every 
stick cologne in the department. 
The dry ice was steaming frostily 
and crowning the bottles with caps 
of ice; the effect was unique and 
immensely attractive. 


Chess President Wins 
in Tennis Tournament 
Joseph A. Danilek, president of 


Mary Chess, Inc., won the Men's 
Singles Tennis Tournament while 





| 


vacationing at Lake Placid Club 


during August. He and Otto 
Dohrenwend of Scarsdale, N. Y.,, 
won the Doubles Tennis Tourna- 
ment for the fourth consecutive 
year. His son, Donald Danilek, 
won the Junior Boys’ Singles Ten- 
nis Tournament and was on the 
winning Doubles Team. 


Dr. Foster D. Snell Tells 
of Changes in Soap Field 


Revolutionary changes that have 
taken place in the field of fats, soaps 
and detergents in the last decade 
were outlined by Dr. Foster D. Snell 
in an address before the American 
Chemical Society, Chicago section, 
September 9. The “syndets,” he 
said, have taken away half the soap 
market from fats and opened up 
new opportunities in finding other 
markets for animal and vegetable 
oils and fats. At the same time the 
trend has resulted in the produc- 
tion of synthetic glycerin to replace 
that lost in the soap industry, and 
in the development of dozens of 
new processes and products to make 
the synthetics. All of these changes 
mean more opportunity and respon- 
sibility for cosmetics, he stated. 


New $2,000,000 Merle Norman 
Cosmetics Plant Opened 


The newly completed $2,000,000 
Merle Norman Cosmetic manufac- 
turing plant and offices, 9130 Bel- 
lanca Ave. in Los Angeles, Cal. was 
officially opened September 11. The 
modern factory, with 70,000 square 
feet of floor space, houses offices, 
manufacturing, warehousing and 
shipping. 

A five-acre tract of land was pur- 
chased as site for the new factory, 
large enough to encompass all op- 
erations under one roof and with a 
spur railroad track alongside to fa- 
cilitate receiving and shipping of 
materials. One hundred seventy-five 
variations of 73 different cosmetic 
items are manufactured, packaged 
and shipped, it was stated. 

There are 112 persons employed 
in the plant which has a modern 
cafeteria. 


Ganots, of Products Ganot, 
Haiti, Visiting U. S. 

George Ganot and Lucien Ganot, 
accompanied by their mother, Mrs. 
Ganot, are visiting the U.S. on a 
trip combining business with pleas- 
ure. The Ganots operate under the 
trade name of Products Ganot in 
Port-au-Prince, Taiti. The firm is 
said to have been the first essential 


oil firm to operate on a commercial 
scale in Haiti. 
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126—-ALDO 28 
GLYCERYL MONO STEARATE 


Aldo 28 is the self-emulsifying grade of 
glyceryl mono stearate. It is used as an 
oil-in-water emulsifying agent for 
creams, lotions and ointments in the 
cosmetic and pharmaceutical industries. 
Further information on request. 


GLYCO PRODUCTS CO., INC. 
26 Court St., Brooklyn 2, N. Y. 


127——AMERDEX 

Powerful Bactericide, Germicidal, Anti- 
septic and Deodorant combined in one 
product. Kills surface bacteria upon 
contact. Compatible in most types cos- 
metics, sprays and pharmaceuticals. 
Odorless and colorless, non-toxic. Tech- 
nical data available. 

1 Ib. sample—$2.00 


Price lower in larger quantities 


FLEETWOOD PRODUCTS COMPANY 
509 Fifth Ave. New York 17, N. Y. 


128——ANTI-OXIDANT OIL 
NOVILLE 
Extends the shelf-life of facepowders, 
dusting powders, sachets and fine toilet 
soaps by keeping the fragrance intact 
longer. Just mix the anti-oxidant with 
your perfume oil; 1 oz. may safely be 
added to 1 pound of perfume oil. 


1 Ib.—$5.50 
2 ox. Sample—$1.00 


NOVILLE ESSENTIAL O1L COMPANY 
127 Water St. New York 5, N. Y. 














129——-BOUQUET +7620 


An extremely delicate bouquet reminis- 
cent of exotic freshness. Delightfully 
fragrant and well wearing. 


1 Ib—$15.50 
Sample—$ 3.50 


S. B. PENICK & COMPANY 
50 Church St. New York 7, N. Y. 





130——BOUQUET PERFUME 

Ol +7618 
An extremely delightful light floral, 
unusual, and unique. Suitable for use 
individually or in combinations. 


1 Ib—$11.50 
Sample—$ 2.50 


S. B. PENICK & COMPANY 


50 Church St. New York 7, N. Y. 
_Sreceenane nt orm ea Nm 
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This new feature has a four-fold purpose in serving you. 


1. To keep you alerted to new synthetics, specialties, com- 
pounds, etc., that come onto the market. 


2. To act as a continuing reference to materials that have 
been established and available right along. 


3. To serve as a handy guide to various sources of supply of 


these materials. 


4. To afford a very convenient method for ordering samples 
for testing or any experimental work you do. 


This handy order form found at the end of the SAMPLER SECTION 
should prove a time saver. Since each item described in this feature 
also contains the name and address of the supplier, you, of course, 


ean order direct, if you so wish. 


Technical Abstracts 


Experimental Unit for Recovery of 
Volatile Flavors. G. W. Macpherson 
Phillips, Roderick K. Eskew, Joseph B. 
Claffey, Rudolph A. Davis, and Richard 
P. Homiller (Eastern Regional Research 
Lab., Phil., Pa.). Ind. Eng. Chem. 43, 
1672-5 (1951). Fruit juice concentrates are 
prepd. with an improved pilot app. in 
which total heat exposure time is reduced 
to as little as 2, 4 sec. Complete recovery 
of volatiles with simultaneous pasteuriza- 
tion is achieved. Heat damage is less than 
by conventional pasteurization alone. The 
process is particularly applicable to apple 
and grape juices. A flow sheet of the app. 
is given. Chem. Abs. 46, #1, p. 147 & 193 


1952). 


Volatile Products of Apples. I. Iden- 
tification of acids and alcohols. Adrienne 
R. Thompson (Food Preservation Research 
Lab., Homebush. Australian J. Sci. Re- 
search B4, 283-90 (1951). Volatile sub- 
stances given off by granny Smith apples 
at 20° were condensed at low temp. and 
sapond, The acids obtained were free from 
carbonyl, hydroxyl, and unsatd. groups. By 
conversion to hydroxamic acids followed 
by chromatographic spn. on paper, they 
were identified as formic, acetic, propionic, 
butyric (probably n), valeric, and caproic 
acids. All these acids were present in esters 
while acetic and formic acid also occured 
free. Not every sample of volatiles con- 
tained all of the acids. The alcs. obtained 
on sapon. were mainly primary and satd., 
the major constituents being MeOH, 
EtOH, and PrOH. Appendix I. Mass spec- 
trometric analyses G. R. Hercus and J. D. 
Morrison. Ibid. 290-2. Mass spectra of 
apple volatiles and derived acids and alco- 
hols indicated that Et and Pr acetates, 
propionates, butyrates, and valerates were 
probably present. 


Wax Emulsions Formulation by 
HLB. R. W. Behrens and W. C. Griffin 
(Atlas Powder Co., Wilmington, Del.). 
Soap Sanit. Chem. 27, #11, 128-9 (1951). 
Although the prediction of emulsifier re- 
quirements of wax emulsion systems is 
not possible with the present state of 
knowledge, it is possible to classify waxes 
and oils by the HLB (hydrophile-lipophile 
balance) of the emulsion for given applica- 
tions. The concept of HLB is designed to 
reduce the amt. of trial and error in 
choosing emulsifying agents. Thru C.A. 46. 





131—-BOUQUET SF 4825 


Sweet modernistic bouquet with an 
interesting Oriental tone. Unusual and 
quite distinct. 


1 Ib.—$28.50 


GEORGE LUEDERS & CO., INC. 
427-429 Washington St., New York 13, N. Y. 





132——CEDROMA 
Possesses a woody, powdery character. 
Lends a distinctive note to “French- 


Style” bouquets. 


1 Ib—$20.00 
Sample—$ 1.50 


PERFUMERY ASSOCIATES 
135 Fifth Ave. New York 10, N. Y. 





133-——CHERINE 


Inexpensive Perfume Oil Concentrate 
Cherine has a light, gay French-type 
fragrance that appeals to youthful 
women of all ages. Its amazingly low 
price makes it ideal for use in all of 
your cosmetics and toiletries. A trial 
will convince you. 
2 oz. Sample—$1.50 


AROMATIC PRODUCTS, INC. 
15 East 30th St., New York 16, N. Y. 





134... CHR YSANTONE 


A perfumer’s specialty, useful in many 
types of compositions. Produces an 
herby spicy note of remarkable diffu- 
sive qualities and extreme persistance. 


1 Ib.—$32.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 





135——FLORALDYS +20 


A new D&O compound especially cre- 
ated for creams, lotions and fine ex- 
tracts. Where the popular, modern al- 
dehyde note is desired Floraldys #20 
will give excellent results, and to both 
light and heavy florals impart a smooth 
sophisticated lift. 


1 oz. Sample—$1.50 


DODGE & OLCOTT, INC. 
180 Varick St., New York 14, N. Y. 
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136——FLORALIZER +12 


A pure synthetic chemical which adds a 
neutral sweetness to compounds. Pro- 
vides lift, freshness, roundness and pos- 
sesses a stabilizing effect against poly- 
merization. A useful extender for Ylang. 


1 Ib.—$4.50 


FINE CHEMICALS DIVISION OF 
SHULTON, INC. 
630 Fifth Ave., New York 20, N. Y. 





137——FLORANGIA 
Strikingly duplicates the exquisite 
aroma of the Neroli Orange Flower. 
Try it to better, reinforce and stabilize 
your “Cologne” notes. 


1 Ib.—$17.50 


ROURE-DUPONT, INC. 
366 Madison Ave., New York 17, N. Y. 





138——FLORANOL 


A Fruity-Rose Ester. Gives a_ note 
needed in the reproduction of natural 
rose. Very lasting, it is non-irritating. 
Will not discolor. Of considerable value 
in cream odors; stable in soaps. 


1 oz. Sample—$.60 


VERONA CHEMICAL COMPANY 
26 Verona Ave., Newark 4, N. J. 


139-——FRENCH INFLUENCE 


An original, consumer tested perfume 
base, soft and feminine and very last- 
ing. Our three star quality is intended 
for a costly holiday perfume and a 
high quality toilet water. 
1 Ib.—$72.00 
1 oz. Sample—$ 4.50 


NOVILLE ESSENTIAL OIL COMPANY 
127 Water St. New York 5, N. Y. 








140-——GELSOL F 


This speeialty is recommended as the 
finest material with which to replace 
or extend Jasmine Absolute. 


1 Ib.—$38.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 





141—GLYCERYL MONO 
STEARATE NF 
Glyceryl Mono Stearate S-1272 is a new 
grade of glyceryl mono stearate which 
meets NF specifications. It is the soap- 
free (non-self-emulsifying) grade which 
can be modified with anionic or cationic 
agents for alkaline or acidic media. Of 
interest for deodorants. Further infor- 
mation on request. 


GLYCO PRODUCTS CO., INC. 
26 Court St., Brooklyn 2, N. Y. 
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The Essential Oil of Bursera Micro- 
phylla, by C. E. Bradley and A. J. Haagen- 
Smit. The essential oil of leaves and twigs 
of Bursera Microphylla consists of 80 per 
cent terpenes, 9 per cent sesquiterpenes 
and oxygenated compounds, and 8 per 
cent gums and resins. The terpene frac- 
tions consist largely of d, a-and b-phellan 
drene, tetrahydrocuminic acid (phellap 
dric acid), and sesquiterpenes. 


Condiment. Walter A. Miller (to Wm. 
J. Stange Co.). U.S. 2,543,250, Feb. 27, 1951. 
Comminuted dehydrated onion, which is 
very hygroscopic and therefore tends to 
form into cakes, can be rendered substan- 
tially nonhygroscopic if its particles are 
coated with oleoresins and essential oils 
of spices, which are also desirable for in- 
corporation into the same food products. 
Chem. Abs. 46, #1, p. 193, 196, 198. (1952). 


Continuous Process of Deacidifica- 
tion of Olive Oil with Aleohol. P. Rizzu- 
ti. Olii minerali, grassi e saponi, colori e 
vernici 24, 78-82 (1947). Aqueous alcohol 
separates fatty acids from fatty acid glycer- 
ides in sufficiently dilute solutions. A con- 
tinuous process developed by Martinez 
Moreno is discussed in detail. (Chem. Abs. 
46, 281), J.A.O.CS., 29, 116 (1952). 


A study of the Resistance of Skin 
Micrococci to Hexachlorophene, by 
Thomas C. Grubb and Hoyland A. Wanda. 
Micrococci were isolated from the hands 
of eight subjects before and after using a 
lotion containing 0.3 per cent hexachloro- 
phene three times a day for seven weeks. 
Agar plates were inoculated with the 32 
cultures of micrococci isolated, and resist- 
ance to the antiseptic was determined by 
the diameter of the zone of growth inhibi- 
tion around the agar cups containing the 
G-11 lotion. No difference in the resistance 
of the micrococci isolated before and after 
using the G-11 lotion was detected. Page 
59, Journ. Am. Pharm. Assoc., Vol. XLI, 
#2. 


Skin Cream, Jos. Etbauer. Ger. 805,771, 
May 28, 1951 (Cl. 30H, 13). A skin cream 
which softens the skin and assures a dull 
appearance is prepd. by the addn. of 1.5 
kg. cornmeal or chestnutmeal to 6 or 71. 
H.O with stirring; after boiling 1 hr., 100 
g. vegetable oil and 50 g. decocted linseed 
are added; to the hot mass is added 50 or 
60 g. gelatin in warm H,O. Through CA 
46. 


6-Methyl-b-ionone. Firmenich & Cie. 
(Successors to Societe anon. M. Naef & Cie). 
Swiss 267,856, July 17, 1950 (Cl. 36). N- 
Methylpseudoionone 1, H,SO, 3.5, and 
AcOH 1.5kg. are mixed at —10°, the temp. 
allowed to rise slowly to 20-5°, held at 25° 
for 20 min., and the soln. added to ice to 
give 720 g. of a mixt. of 6-methyl-a-ionone 
(I) and the b-isomer (II) of I. The mixt. 
is fractionally distd. to give II, b 75-6°, 
1.5197, 0.9551; semicarbazone, m. 168°. 
Chem. Abs. 45, No. 12,5189 (1951). 





142——HYDRO ROSE 


An excellent Rose odor suitable for use 
in perfumes, lotions, creams, powders, 


soaps, etc. 
1 Ib.—$3.75 


ROURE-DUPONT, INC. 


366 Madison Ave., New York 17, N. Y. 
LL, LT 


143— IMITATION COCOA 
BUTTER 


A serviceable replacement for Cocoa 
Butter in cosmetics made from pure 
vegetable oils. 


VY Ib. Sample—$.60 postpaid 
50 Ibs.—$.60 per Ib. f.0.b. NYC 


R. F. REVSON CO. 


243 W. 17th St., New York 11, N. Y. 
TANT SRNR A iy a 


144——NATURAL ESSENCE 

ABSOLUTE JASMIN SUPREME 
Enhance your quality compounds with 
JASMIN SUPREME—cne step further 
than the Absolute. The new crop is now 
available for examination and if you 
are seeking a Jasmin of incomparable 
quality— use TOMBAREL’S _ SU- 
PREME. 

1 Ib.——$665.00 


TOMBAREL PRODUCTS CORPORATION 
12 East 22nd St., New York 10, N. Y. 


145—JONQUILLE 


This new specialty is truly a Harbinger 
of Spring. In the hands of a Creative 
Perfumer, this unique note opens new 
Avenues toward Refreshing Original 
Perfume Creations. 


1 Ib.—$45.00 


ALBERT VERLEY & CO., INC. 
Chicago, Ill. — New York, N. Y. 


146——LEVANTONE 

A new ketonic body, chemically related 
in structure to the known sesquiterpenic 
ketone Cedrone. A_ higher _ boiling, 
longer lasting fixative, having a fine 
woody note which blends exceptionally 
well with all ionones to produce the 
exotic “poudre note” so much in de- 
mand today. 

1 Ib.—$9.00 


FELTON CHEMICAL COMPANY, INC. 
599 Johnson Ave. Brooklyn 37, N. Y. 


147——LIGNYL ACETATE 


A pure chemical, stable and non-dis- 
coloring even in soaps. Provides the 
woody, lavender character useful in ex- 
tending Linalyl Acetate. Valuable as an 
extender and modifier in Bergamot, Oak 
Moss, Patchouli and Vetivert types. 
1 Ib, — $2.00 
FINE CHEMICALS DIVISION OF 
SHULTON, INC. 


630 Fifth Ave., New York 20, N. Y. 
| eR oN I TARLETON Io = ea 
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148——WATER-SOLUBLE 
PRESERVATIVE 


Methyl Chemosept © Sodium is the 
only water soluble preservative of the 
Para-Hydroxybenzoate type. Goes into 
solution readily, protects emulsions and 
creams more effectively. 


1 Ib—$2.60 


CHEMO PURO MFG. CORP. 
32-25 Queens Bivd. Long Island City, N. Y. 





149——ROSAM EXTRA 


Created with the expressed design to 
replace in part or entirely the ever cost- 
lier Absolute ROSE de MAI. Unlike 
other Rose replacement specialties, 
ROSAM EXTRA does not dominate the 
entire composition. It is, instead, the 
perfect blender with unlimited scope. 
1 Ib.—$25.00 


ALBERT VERLEY & CO., INC. 
Chicago, Ill. — New York, N. Y. 





150——-ROSE BULGAR +175-5 


Otto of Rose cost today is definitely out 
of line and qualities offered are un- 
reliable. Therefore it pays to use our 
high-quality Rose #175-5 a characteris- 
tic and powerful substitute, always uni- 
form and reliable. 

1 Ib.—$48.00 


NEW YORK AROMATICS CORP. 
Highbridge, New Jersey 





151—ROSEMEL 


The outstanding synthetic Rose Abso- 
lute for use in fine perfumery. Rosemel 
possesses the deep rich tones of the 
natural flower absolute. 


1 Ib.—$42.00 


VAN AMERINGEN-HAEBLER, INC. 
521 West 57th St., New York 19, N. Y. 





152... TOLURONE 


Our time honored fixative extracted 
from Balsam Tolu. This pure crystalline 
concentrated derivative is unexcelled 
for sweet floral notes. 


1 Ib—$18.50 


P. ROBERTET, INC 
123 E. 23rd St., New York, N. Y. 


153——VANITROPE 


A new powerful and pure, vanilla-like 
flavor material, 16-25 times the strength 
of vanillin. Vanitrope will improve your 
vanilla flavor and will lower your cost. 
Vanitrope is a brand of propenyl guae- 
thol. Brochure available. 

Price—$27.00 Ib. 


FINE CHEMICALS DIVISION OF 


SHULTON, INC. 
630 Fifth Ave., New York 20, N. Y. 


Ne tn a 
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Violet Perfumes. XXXVII. The sepa- 
ration of a- and b-ionone by fractional 
distillation. K. Seitz, Hs. H. Gunthard, 
and O. Jeger (Eidg. Tech. Hochschule, 
Zurich, Switz.). Helv. Chem. Acta 33, 
2196-2202 (1950) (in German); cf. C.A. 45, 
6590d. a- and b-Ionone form nearly ideal 
mixts.; this is shown both by the linear 
relation between the d. and n of various 
mixts., and by the vapor liquid equil. 
curve detd. at 0.1 mm. in an Othermar 
type of still (cf. C.A. 37, 3994). Sepn. of a 
mixt. of a- and b-Ionone was effected in an 
80 plate Podbielniak Hyper-Cal column 
by using a 35:1 reflux ratio at 0.1 mm. 
Phru C.A, 46. 


A Slide Rule for Isotonic Calcula- 
tions by Ivan Szekely, Frank M. Goyan, and 
Harry W. Hind. The design and detailed 
instructions for the use of an_ isotonic 
calculator are presented. The calculator 
is a circular slide rule which is based upon 
the principle of the sodium chloride 
equivalent method for calculating iso- 
tonicity. The instrument is useful for 
rapid calculations in both the metric and 
apothecaries’ systems at the prescription 
counter. It is designed to show 40 selected 
drugs, their sodium chloride equivalents, 
molecular weights, and a reference to the 
buffer range in which they are generally 
dispensed. A supplementary list of over 
100 drugs with the above information is 


also provided. Journ. Am. Pharm. Assoc. 
XLI, 32, 1952. 
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154——VERONOL 


An Aldehyde which gives to perfumes 
the desired aldehydic top note. Exceed- 
ingly powerful. Non-irritating. Does not 
discolor. Very stable in soaps, cosmet- 
ics and perfumes. Add a fraction of one 
percent to your perfume, and note the 
improvement. 
1 oz. Sample—$1.50 


VERONA CHEMICAL COMPANY 
26 Verona Ave., Newark 4, N. J. 





155——OlL YLANG YLANG EXTRA 
ARTIFICIAL 


An extraordinary reproduction of, and 
the perfect replacement for the natural 
oil, of which it is entirely free. 
$14.00 per Ib. 
1 oz. Sample—$ 1.00 


FLEUROMA, INC. 
38 West 21st St., New York 10, N. Y. 


TL AT Se 


SAMPLER FAN WRITES: 


“A wonderful idea . . . makes it pos- 


sible to try out sample formulae in 


” 


perfumery and cosmetics, etc. 
E.F.D. New York 


a 
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Christmas 


Packaging 


Top left: 

TWENTY-FOUR Lentheric Snips, two each 
of 12 scents, come in a specially decorated 
Christmas cylinder. Each Snip offers a 
single application. $1.00. 


Left: 

SIX IN A ROW is Mary Chess’ toilet water 
set, consisting of six 14 ounce bottles in 
six different fragrances. $2.00. 


Right: 

DECKED OUT in Christmas trappings, 
Ellie, the Coty elephant, carries a box of 
Air-Spun face powder on her back. He 
trunk is wrapped around a Sub-Deb lip- 


stick. $2.50. 


Left: 

LANCOME’s Sphere Magique is filled 
with Magie perfume and doubles as a 
Christmas tree ornament which can be 
hung from its golden cord. Both the 1}, 
ounce crystal flacon and the golden cover 
are studded with stars. $10.00. 


Right: 

YACHT CLUB Soap-on-a-Rope, a Wrisley 
entry, has a shower soap shaped like a 
life preserver with imprinted anchor, 
with a rope attached to it in a circle to 
hang around the neck, packaged in sail- 
boat carton. $1.00. 


Left: 

A NEW DOROTHY GRAY fragrance in new 
packaging: four ounces of Love Song Eau 
de Cologne and five ounces of Love Song 
Dusting Powder. The bottle is indented 
to set off the blue foil label. Packaging 
motif shows white doves with pink and 
green garland against soft blue foil back- 
ground. Cologne: $2.00. Dusting Powder: 


$1.50. 
Right: 


HOLIDAY BELLES by Hudnut. ‘Two 
golden bells with R.S.V.P. Essence and 
Gemey Essence. $1.75. 


Left: 

russy’s Midnight Cream Perfume in 
planed 14 ounce bottle with blue bow. 
$1.25. 


Right: 
CHEN YU Beauty Kit holds manicure 
accessories, including two shades of nail 
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lacquer and a lipstick in a golden case. 
Kit comes in white simulated rawhide or 
bright red leatherette. $3.75. 


Right: 

CUTEX Stay Fast Lipstick is attached to 
assorted plastic ornaments to be hung 
from the tree. $0.59. 


Lett: 

“ONE FOR THE ROAD”, a plastic Courtley 
kit, holds After Shave Lotion, Men’s 
Cologne, Antiseptic Deodorant Body 
Powder in plastic containers and a tube 
of Brushless Shave Cream. $3.75. 


Right: 

coty Walking Sticks, five cylindrical 
vials, each with a different fragrance of 
toilet water, and topped with black caps, 
are held upright in a red and white 
striped peppermint candy box. $3.95. 


Left: 

ROYAL JESTER, by Gourielli, is a harle- 
quin patterned square box topped with a 
merry jester’s head. When opened, it re- 
veals twin two ounce bottles of Here’s 
How Cologne and After Shave Lotion. 
$4.25. 


Right: 

PERFUMED BATH CHEST is Rubinstein’s 
version of Cleopatra’s milk bath. It con- 
tains Heaven-Sent Eau de Toilette, Foam 
Bath, and three bars of bath and com- 
plexion soap. Packaging is white, with 
colored polka dots. $7.50. 


Left: 

DAILY DOUBLE SET is Seaforth’s entry in 
the Christmas sales race. The red and 
gold box contains a four ounce jug of 
Shave Lotion and a choice of Veladron 
Brushless or Presto-Lather Shave Cream. 
$1.50. 


Right: 

DERMETICS’ bright red,  gold-cuffed 
Christmas Booty holds a purse-bottle of 
1199 perfume. $1.75. A gold kit boot car- 
ries Bouquet perfume in spill-proof vial. 
$2.00. 





DE LAIRE AROMATICS 


DIVISION OF DODGE & OLCOTT, INC. 


180 Varick Street * New York 14, N.Y, 
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Left: 

SHULTON’s pink, three-dimensional pa- 
per-doll Angel has a cut-out insert to 
anchor the one-dram purse vial of Early 
American Old Spice perfume. It may be 
hung on the tree, serve as stocking stuffer, 
or as decorative table place card. $1.25. 


Right: 

PARISIAN HAT BOX of Matchabelli holds 
two imported-from-France perfumes, Be- 
loved and Crown Jewel, in 14 dram screw- 
capped crown bottles. Reproductions of 
Parisian hotel labels on the hat box give 
it that French look. The loop-handle 
helps to hang the package on the tree. 
$2.50. 


Left: 

CHRISTIAN DIOR Perfumes is featuring 
urn flacons of Miss Dior and Diorama for 
holiday selling. Flacons have moulded 
handles, petal-shaped pedestal, and tear- 
drop crystal stoppers. Dior perfumes range 
from $5.00 to $100.00. 


Right: 

LENTHERIC’s English Morocco leather 
wallet in red or green is fitted with Sta- 
Put lipstick plus a Backgammon compact, 


fluted in gold-tone metal. Space for bills, 
outer snap coin purse, identification, and 
other cards is provided. $12.50. 


Left: 
AYER’s Custom Cologne Stick comes in 
a turquoise foil Christmas tree. $1.00. 


Right: 

YARDLEY has combined Wooden Shav- 
ing Bowl and After Shaving Lotion in an 
acetate-covered man’s gift package. $2.65. 


Left: 

NEW SPORTSMAN ‘Travel Twins are 
packed in a green and gold stand-up box. 
he back panel lifts up and out to be- 
come the front cover of the box. A special 
outer wrap features a colorful skiing 
scene. One twin is the Toddy Stick, 
“solidified shave lotion’, the other twin 
is D-Bar, a deodorant stick. Both are kept 
in aluminum tubes with plastic snap-on 
caps. $2.00. 


Right: 

MAX FACTOR’S Jill in the Box is a lip- 
stick in a pop-up carton. Lipstick is new 
Color-fast in Brighter Red. $1.10. 
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The Editorial -‘*‘WE’’ 


Fair Trade 
Must Be Preserved 


AIR trade—the biggest problem 
that the retailers and, there- 
fore, the manufacturers of cosmet- 
ics have faced—fair trade has pre- 
sumably been settled. But nothing 
would be more disastrous than the 
feeling that victory has been won, 
and now we can proceed to bigger 
and better battles. Fair trade will 
require watchful supervision, and 
the best legal counsel to prevent 
court upsets. For these reasons fif- 
teen national trade associations 
have banded together on the new 
\dvisory Council established by 
the Bureau of Education on Fait 
Trade. This is an important step, 
and a worthwhile venture, for 
which the retail druggists deserve 
credit for their leadership. We are 
confident that a program of keep- 
ing the public informed of the true 
meaning of fair trade, of keeping 
legislative bodies up to date, of 
watching legal steps that may 
threaten the recently won victory 
such a program cannot but lead 
to success. To those who partici- 
pate in it, we on this publication 
pledge our wholehearted coopera- 
tion. 


There’s Gold— 
But How Much? 


That there is much in perfume 
advertising that is not meant for 
literal interpretation cannot be 
gainsaid. We should hate to see 
the advertisements deglamorized, 
and we doubt that anyone looks 
upon a perfume advertisement as 
being in the realm of fraudulent 
because it is filled with a flight of 
fancy that is so fantastic, on the 
very face of it, that literal interpre- 
tation is excluded. It is therefore 
rare to find the Federal Trade 
Commission taking action against 
a perfume house for claims that are 
misleading. Such action was _ re- 
cently instituted against a small 
firm which advertised that a “faint 
trace of gold” in the perfume would 
prolong the fragrance. How faint 
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was this trace was brought home 
when an FTC examiner found that 
the gold was actually “less than 
that found in ordinary sea water,” 
and that such infinitesimal gold 
content “is incapable of exerting 
any substantial or appreciable ef- 
fect upon the perfumes.’” Now, 
what would have happened had 
there been larger quantities of gold 
present in the perfume? It is rather 
doubtful that the fragrance of per- 
fume is prolonged by. the presence 
of gold, and certainly we have little 
reason, on the basis of presently 
known facts, to so believe. But, 
after all, it is a rather moot ques- 
tion. Because if really large quanti- 
ties of gold were needed to cause 
prolongation of the odor, we doubt 
that the economics of the situation 
would permit the ingredient to find 
its way into perfumes. A more im- 
portant part of the decision in the 
gold case, however, is the reitera- 
tion of the FTC that an infinitesi- 
mal quantity of an ingredient does 
not give a manufacturer the lib- 
erty of stating that that ingredient 
is present in a product, unless it be 
there in such amounts as to be ac- 
tive in the desired direction. This 
is by no means a new thought, but 
it is an important one. Every re- 
sponsible manufacturer of cosmet- 
ics is well aware of the misleading 
effect of a statement that a given 
material is present as an ingredient, 
if it is quantitatively in such pro- 
portion as to be ineffective. We be- 
lieve that the cosmetic industry has 
an excellent record in this respect, 
a record not to be considered tar- 
nished by one or two errors of the 
smaller and the ill-informed firms. 


Imports Are Small 
Of Coal-Tar Aromatics 


Despite the growth of the aro- 
matic chemical industry, despite 
the complete independence the 
United States has achieved in chem- 
istry generally and in perfume and 
flavor chemistry, in particular, it is 
interesting to note that there is still 
a trickle of synthetic aromatics that 





are imported. Thus there comes 
our way the United States Tarifl 
Commission’s report for Imports of 
Coal-Tar Products in 1951, show 
ing that 20,640 pounds of these ma- 
terials, having a foreign invoice 
value of $67,000, came to our shores 
last year. During the previous year, 
the figure was 33,817 pounds, with 
an invoice value of only $63,000, an 
indication not that prices have gone 
up, but that imports have been even 
more in the direction of higher 
price items than hitherto. However, 
the 20,000 pound figure is rather 
misleading, for almost 5,000 pounds 
consisted of saccharin, which is not 
considered a flavor material in the 
usual sense of the word, and almost 
6,000 pounds of vanillin came prin 
cipally from Canada, whose econ- 
omy is so closely intertwined with 
our own that this is hardly an im- 
portation in the usual sense of that 
word. All in all, the remaining 10,- 
000 pounds are but a drop in a very 
fragrant bucket, and no doubt rep- 
resent products of very special qual. 
ities, with here and there an item 
marked non-competitive. In the lat- 
ter category we find 111 pounds of 
methyl pentenolone, and for a 
reason we cannot fathom, 35 
pounds of phenylacetaldehyde. It 
would be difficult to envisage a re- 
port that would be a more convin¢ 
ing testimonial to the independent 
position of America in the perfume 
and flavor materials market, un- 
less it were a listing of the Ameri- 
can exports of these same materials. 
However, a word of caution in the 
interpretation of these figures: they 
pertain exclusively to coal-tar de- 
rivatives, and not to aromatics de- 
rived solely from essential oils. 


Fragrance Sales 
In The Summer Time 


This was a hot summer, and it 
would be statistically interesting to 
study the effect of the weather on 
the sale of colognes and frozen 
fragrances. Did the sales in the 
stores, and the purchases placed by 
the stores, go up during the hottest 
weather? If July 1952 did not pro- 
vide the answer, at least in New 
York and Chicago and Washington 
and elsewhere, then the answer will 
never be found. Furthermore, if the 
sales of frozen fragrances went up, 
was this increase at the expense of 
perfume and toilet waters, or was 
there a new market tapped? These 
are questions of utmost importance, 
that deserve a lot of thinking, and 
not the wishful kind, either. A few 
calculating machines will help, and 
a lot of hard work at digging up the 
right answers. 
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An Experiment 
And A Reversal 


Now that the Toilet Goods Asso- 
ciation has conducted an experi- 
ment on convention badges without 
names, and has furthermore con- 
ducted a survey to determine the 
popularity of this feature with its 
members, we should like to add a 
word of comment. Although the 
vote was almost even, with 51 per 
cent of the voters declaring their 
opposition to the nameless pins, 
and 45 per cent favoring this pol- 
icy, we have found considerable in- 
convenience. Few of the partici- 
pants in the convention are so well- 
known that they are recognized 
even by those who know them only 
slightly. The badges without names 
have some advantages; they save 
many a busy executive from being 
buttonholed by those who have 
little to say and nothing to offer, 
but who gravitate toward a name 
of a well-known individual or com 
pany. However, there are many in 
the industry who meet each other 
only on rare occasions, perhaps to 
be introduced at the annual get- 
togethers, and the wearing of a 
name, both of company and indivi- 
dual, saves embarrassment and fa- 
cilitates a rapid and _ business-like 
development of matters of mutual 
interest. We have on more than 
one occasion had to conduct a con- 
versation for several minutes, with 
someone who seemed to know out 
first name and other details about 
our work, but inwardly we were 
squirming because we did not 
know to whom we were talking. 
Unable to muster the courage to 
admit frankly that the face was fa 
miliar but the name had slipped 
our mind, we would sometimes re- 
sort to an old trick, saying, “I have 
some literature I want to send you. 
Why dont you let me have your 
card.” This would usually work, ex- 
cept that we would then be told, at 
times, “Don’t carry a card. Just 
send it to the company.” Yes, by 
all means, let us return to the 
nameplates on the lapels. 


Badges Serve 
A Good Purpose 


More important than the discom- 
fort of a conversation in which one 
party does not identify the other 
(and sometimes we have been on 
the opposite side of the fence, 
knowing the other person and re- 
alizing ‘that he did not recognize 
us) is “the aid of the badges in in- 
termingling and in sponsoring a 
general acquaintanceship of active 
people in the industry with one an- 
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other. After all, if the convention 
has any single purpose in addition 
to the conduct of business at hand, 
it is probably the bringing together 
of the industry's active people in 
order to exchange ideas and to 
learn from this interchange of 
opinion and experience. This can 
happen among old friends and col- 
leagues of long standing, but can 
occur just as readily when two men 
from different sections of the coun- 
try, seeing names of each other or 
of their companies that they recog- 
nize, noting perhaps the author of 
a paper or a company that has 
taken out a patent, go up to say 
hello without benefit of introduc- 
tion through a third party. The 
badge is the universal introducer, 

and as such we hope it is perma- 
nently restored. 


Comments From Two 
Distinguished Chemists 


Several months ago, in this col- 
umn, we commented briefly on the 
work of Beets and van der Dool, 
the two Dutch chemists who had 
worked out a method for olfactory 
evaluation at Polak and Schwarz’s 
plant in Holland. Inasmuch as their 
plan seemed highly complex, we 
wondered whether it was econom- 
ically practical and, in that respect, 
asked whether the statistical method 
had been installed for the quality 
control the Polak and Schwarz, 
products. From the authors of the 
plan, we have received a statement 
which we recommend for careful 
perusal: 

“Our main objective was to find 
a technique which would enable 
us to substitute the usual verbal ex- 
pression of the odor-quality by a 
numerical one and to make this 
numerical value sufficiently reliable 
to place it on the same level of re- 
producibility and objectivity with 
the other quality control variables 
of a physical and chemical nature. 

“This included the selection of 
an olfactory panel by testing the ex- 
isting one and made also necessary 
the ‘determination of the weight 
that has to be attached to the ver- 
dict of each of the panel members 
with respect to new panel members. 

“As we were well aware of im- 
portant individual differences in 
the olfactive perception of different 
substances we realized that we 
would have to repeat this panel se- 
lection and individual testing for 
each product. 

“In our opinion the result of this 
investigation will lead us to an ol- 
factory panel, not very different 
from the existing one, but with dif- 
ferent weight-factors for each com- 








pound and each member. 

“The work and calculations in- 
volved in these investigations are 
very extensive and it will take a 
long time before this method will 
be in full operation for all prod- 
ucts of our production program. 

“However, we started to intro- 
duce our method for the most im- 
portant products and we intend to 
extend it gradually over others. 

“At this moment, we may say 
that our experience, however lim- 
ited it may be, makes us feel opti- 
mistic as to the usefulness of this 
system as the base of it is, in our 
opinion, a sound one. 

“As we felt that our approach 
could be of interest to others and 
that their criticism could lead to 
modifications and improvements, 
we decided to publish our work in 
detail.” 


FDA Issues 
Important Regulations 


Under the title, “Regulations for 
the enforcement of the Federal 
Food, Drug, and Cosmetic Act,” the 
FDA has recently published its reg- 
ulations concerning directions for 
the use of drugs and exemptions 
from prescription requirements. It 
is a statement that we consider of 
the utmost importance, although it 
makes no severe departure from the 
thinking of = FDA and other 
bodies over a period of years. In 
fact, it can be considered the codi- 
fication of the thinking of the FDA, 
as laid down in numerous rulings 
and in diverse decisions, and now 
summarized in a single statement. 
Particularly with regard to what 
constitutes “adequate directions 
for use,” the FDA and the many 
leaders in the industry who cooper- 
ated with that agency are to be 
commended for the clear and forth- 
right statement. That the regula- 
tions will be of inestimable aid to 
all drug manufacturers cannot be 
denied, and in making such a state- 
ment we do so in the hope and with 
the confidence that the fundamen- 
tal differences between cosmetics 
and drugs will not be overlooked. 
Nothing would be as disastrous as 
the mechanical transfer of the 
thinking that rightfully applies to 
drugs to other preparations which 
are used for ebellishment and not 
for therapeutic effects. 


The course on aromatics: Per- 
fume and Flavor Evaluation and 
Blending by Samuel Klein, and the 
course on Marketing Cosmetics by 
R. F. Degen will both start at New 
York University this month. 
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NORTHAM WARREN CorRP., is launch- 
ing its new Cutex nail polish and 
lipstick shade Red Hot 'N Blue with 
a tie-in promotion of seven non- 
competitive products: Lady Esther 
Four Purpose Cream, Maybelline 
Mascara, Chlorodent Toothpaste, 
Prell Radiant Shampoo, Lilt Home 
Permanent, Pacquins Silk ‘n Satin 
Lotion and Cutex’ Red Hot 'N 
Blue. Theme of the tie-in will be 
“That Beautiful American Look 
. . . at prices to fit your pocket- 
book!” ‘The promotion includes 
full page color ads to promote Red 
Hot ’"N Blue with the other six 
products listed in a companion 
column on the opposite page, in 
October and November issues of 14 
national magazines. The promotion 
also includes a drug counter display 
stand with display space for the cor- 
related cosmetics. The color motif is 
red, white and blue. During the 
promotion, red, white, and blue 
collars will circle the neck of all 
nail polish bottles. To obtain the 
stand, the druggist buys only the 
Cutex products. 


FABERGE’s new Cologne Duette is a 
gold-and-white package holding two 





Faberge’s Cologne Duette 


cylinders, each with a different 
fragrance. The set sells for $2.50. 


OGILVIE SISTERS will introduce Hair 
Color Touch-Up, according to cur- 
rent reports. 

NESTLE-LEMUR is marketing Color- 
streak, silver, copper and gold 
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metallic hair powder. A 2 oz. plas- 


tic squeeze bottle sells for 59 cents. 


HELENA RUBINSTEIN enters four new 
hair products in the market. Three- 
Way Permanent is claimed to give 
a Pinwave Permanent, waving, set- 
ting and styling hair at the same 
time; to provide a self-neutralizing 
permanent and a complete salon 
cold wave permanent. The _ pack- 
age contains Miracle Wave Lotion 
with one-step self-neutralizing ac- 
tion, a package of extra neutralizer, 
end papers, and directions for each 
type of wave. Three-Way Perman- 
ent retails for $1.50. Another new 





Rubinstein's 3-Way Permanent 


Rubinstein hair package is Wave 
Sheen Cream. It is designed to 
make unruly hair lustrous and man- 
ageable. It sells for $1.50. Third 
new Rubinstein hair package is 
Blonde Beauty to lighten hair one 
to three shades. It comes in two 
formulas, one for golden blondes, 
the other for ash blondes. Each 
package consists of two bottles, one 
with Activator Oil, the other with 
Color Essence, a plastic applica- 
tor used with absorbent cotton, a 
non-metal tooth comb, and com- 
plete instructions. The package 
sells for $2. Fourth new hair prod- 
uct is Gold Touch and Silver 
Touch, for painting stands of hair. 
With brush, each sells for $1.50. 


HAZEL BISHOP is distributing a 
counter merchandiser containing 


WED es cxscrn and PROMOTIONS 





Bishop lipstick display 


24 No-Smear lipsticks in eight 
shades. A color selector guide in 
front helps the customer to choose 
the shade. 


JOHN HUDSON MOORE has Christmas- 
packaged its $2 Travel Twins com- 
bination, consisting of shave lotion 
and deodorant. 


GERMAINE MONTEIL is introducing a 
new indelible lipstick, Superglow. 
In white capped case it sells for $2. 
Refills are $1. 


PROCTER & GAMBLE Co. has been test- 
ing a new synthetic toilet bar, 
called Zest, in four markets. 


LADY ESTHER offers its Four Pur- 
pose Face Cream at 98 cents for 
the $1.38 size through November 
15. 

DERMETICS has added Super Rich 
shampoo to its line of hair prepa- 
rations. In a plastic squeeze bottle, 
it will sell for $1. 


HOUSE OF 4711 offers two special 
gift packages for Christmas selling: 
Tosca Oil of Cologne, packaged in 
imported hand-made wicker demi- 
johns in four combinations, each in 
gold foil box with acetate window, 
at $3.50 for the 414 ounces; and 
Eau de Cologne in wicker cover, 
also in foil gift-type boxes, in four 
combinations, at $3 for the 4 
ounces. 
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Chat Noir 


PARFUM 


Newly imported perfume package 


PARFUMERIE LIDO OF PARIS will in- 
troduce its Chat Noir fragrance line 
into the U. S. Prices range from 
$1.50 per 1 dram to $10 per 34 oz. 
for the perfume, $1.50 for 12 ozs. to 
$3 per 8 ozs. for its eau de cologne, 
and $ .60 for its 14 oz. stick cologne 
to $1.25 for its 1 oz. stick. 


WRISLEY offers its chain drug ac- 
counts September bonus packages 
of Soy Bean Shampoo, with chloro- 
phyll added, Lanolin Soap, and 
Four Seasons Lotion. This permits 
the 59 cents shampoo package to be 
offered at two for 89 cents, the 
59 cents five-bar Lanolin Soap Box 
at two for $1, and the $1 size of 
Four Seasons Lotion at 69 cents 
each. 


MARION PHILLIPS’ Original Mater- 
nity Cosmetics, consisting of Night 
Cream, Deodorant, Soap and Day 
Liquid is undergoing a 6 months’ 
test in 15 markets. Approved by 
the A.M.A. Council on Cosmetics, 
distribution will be through mater- 
nity shops, professional pharmacies 
and maternity sections in depart- 
ment stores. 


ARTIE BANKS is introducing Pearl of 
Beauty Cosmetics. The line in- 
cludes cleansing cream, hand 
cream, and hand lotion, all in blue 
containers with silver labels. The 
price is $.50 each. 


TUSSY COSMETIQUES introduces 
Beauty Plus Hormone Lotion, con- 
taining 10,000 I. U. of natural 
estrogenic hormones (substantially 
estrone and estradol) per fluid 
ounce. It comes in a frosted bottle 
with black and pink ribbon bow 
and reverse taper pink plastic cap. 
The outer carton is of soft irides- 
cent pink foil. Lettering on bottle 
and carbon is in black. It will go on 
sale from October 10 through No- 
vember 21, at the time of the fifth 
annual sale of Beauty Plus Cream. 
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During this time, only, the $3.50 
size of the lotion will sell for $1.75, 
the $5 jar of cream for $2.50. 


HARRIET HUBBARD AYER, Which has 
assumed distribution of Pears Soap, 
is now undertaking a publicity cam- 
paign for the product. One pam- 
phlet emphasizes that English rain- 
water is part of the formula. An- 
other pamphlet is entitled: “So you 
think you know how to take a 
bath!” 


LENTHERIC’S Bouquets fragrances 
in five half-ounce sample _ sizes 





Lentheric’s Bouquets fragrance samplers 


are packaged together in a window 
type white standup box, called 
Fashions in Fragrance. The price 
is $1.50. Shipping date is Sept. 1. 


REVLON is marketing White Sable 
Cleansing Creme, described as 
“complexion-balanced” to match 
the chemical balance of normal 
skin. In a pink ere squeeze con- 


tainer it sells for $1.50. With hor- 
mones, the an sells for $2.25. 


coty introduces Perfume ‘Trous- 
seau, a collection of seven different 
perfumes in 14 dram bottles, each 
said to contain sufficient for 20 
applications. The package retails 
for $2. 


KINGS MEN has added an all-plastic 
travel kit to its man’s line. Four 
travel size unbreakable ivorytone 
Flagons of after shave Lotion, Lux- 
ury Cream Hair Dressing, Spray 
Deodorant, and Natural Oil Sham- 
poo are packaged in an alligator 
grained waterproof plastic zipper 
case. A separate compartment for 
personal grooming items is pro- 
vided. The gift-boxed kit retails 
for $5.95. 


KINGS MEN, LTD., maintaining the 
castle theme of its displays, now 
houses the Royal Crystal and the 
Gold Flagons in replicas of feudal 
castles. As the gift package top is 
lifted, the drawbridge automati- 
cally lowers, revealing the toiletries 
inside and bearing greetings from 
the giver. New gift assortment 







packages include Solid After Shave 
Lotion and Electric Razor Pre 
Shave and fired Flagons. 


SEAFORTH offers dealers two jugs of 
Heather 'n Fern after-shave lotion 
with each $25.17 assortment, which 
retails at $39.75. This special holi 
day offer is backed by an advertis 
ing campaign in national maga 
zines, including full-page color ads, 


PEPSODENT chlorophyll toothpaste 
is about to be launched nationally. 


MENNEN CO. is about to launch 
Mennen Foam Shave, an aerosol 
shaving package, with the help of 
an advertising campaign, 


HARRIET HUBBARD AYER Offers a new 
plastic washable white Desk and 
Travel Kit, containing Liquid 
Cleaner, First Blush (a founda- 
tion), Pressed Powder, Rouge, an 
Indelible Lipstick, and Ayer Dry 





New Ayer kit 


Deodorant, all held in place on a 
removable tray by elastic bands. 
Bottles are small, plastic, and dis- 
pense through squeezing. The kit 
retails for $3.95. 


MILKMAID will offer Cosmetic Com- 
panions, each consisting of two re- 
lated products. Cleansing Milk will 
come with Emulsion, a make-up 
base, Special Cleansing Cream with 
Toning Milk, Eye Cream with Eye 
Shadow, Milk for Cleansing with 
Toning Milk, and Extra Dry Skin 
Mixture with Astringent. 


HAZEL BISHOP has signed a $2,000,- 
000 television program, the biggest 
sing'e television outlay of any cos- 
metic company. The program, 
Ralph Edwards’ “This Is You 
Life’, will cost over $40,000 pet 
week and will be seen Wednesday 
from 10 to 10:30 P. M., E.S.T., ove 
the NBC network. Both No-Smeai 
Lipstick and Complexion Glow will 
be promoted on each show. 
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GOURIELLI will advertise and pro- 
mote nationally a special fall “gift 
bonus” of a purse-size vial of “Five 
O'Clock” perfume with — every 
bottle of “Five O’ Clock Eau de Par- 
fum.” A new entry in this frag- 
rance series is “Five O'Clock” Swiv- 
el Cologne Stick, at $1.75. Gourielli 
claims that skins dried by the sun, 
rendered taut with worry, wrinkled 
by perpetual frowning at television 
sets and taxed by anxiety of na- 
tional elections, need its Estrolar 
Cream. 


MAISON TROISVILLE, INC. is intro- 
ducing Bridal Satin Partum, first of 
the firm's new luxury line of French 
perfumes, to be marketed na- 
tionally through leading depart- 
ment stores and gown and specialty 
shops. Previous ‘Troisville perfumes 
have been discontinued. The Bridal 
Satin lines currently include a 14 
oz. size of perfume in leather and 
satin box, at $12.50, or, with two 





New perfume line 


gold rings with a choice in settings, 
at $85; 1 dram tasseled purse flacon 
at $1.85; and 14 dram in tasseled 
purse flacon at $1, both in white 
satin draw-string slip covers. Items 
about to be marketed include 
Bridal Satin Toilet Water, Papillon 
Parfum and Toilet Water, Lily of 
the Valley Parfum and Toilet 
Water. The concern will conduct a 
national contest for 1953 Bridal 
Satin Queen. 


YARDLEY offers any two $1.10 size 
jars of cream for $1.65 during Sep- 
tember. Included in the sale are 
English Complexion Cream, Lique- 
fying Cream, Dry Skin Cleansing 
Cream, Night Cream, and Founda- 
tion Cream. A new combination 
package features Dusting Powder 
and Toilet Water in an acetate- 
covered box. The bottle of Toilet 
Water, tied to the powder puff with 
a satin ribbon, rests on a 514 oz. 
size box of dusting powder in the 
matching fragrance. The combina- 
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tion comes in four fragrances. 
sells for $2.65. 


SHULTON, INC. has designed an easel- 
back counter card with a cardboard 
set-in niche to hold an actual bottle 
of Friendship’s Garden Liquid Pet- 
als, its new cream perfume. The 
display is a reproduction of the full 
page advertisement which ran last 
spring and which will be repeated 
this fall. 


PURITAN COSMETICS CO. is promoting 
its new line of men’s toiletries, Es- 
quire. The line includes cologne, 
hair dressing, stick lotion, shave 
lotion and spray deodorant, all 
packaged in black and gold plastic 
squeeze bottles, capped with a 
knurled top. 


TONI CO, is now marketing national- 
ly its Creme Rinse in a newly- 
designed bottle. It is being adver- 
tised nationally on network radio 
and television around the theme 
“Don’t stop just 20 seconds short 
of glamour.” It will also be seen 
on telecasts of the World Series. 
The 2 oz. bottle sells for 27 cents, 
the 4 oz. size for 53 cents, and the 
8 oz. bottle for $1. 


CONTRESS is distributing a counte1 
display for Fashion Color Streaks, 
its dry-spray color powder, to drug 
and department stores. 


WELLA CoRP. is marketing Wella 
Color Streak Hair Powder. The 
new product is sprayed on from a 





Hair powder in plastic bottle 


plastic bottle and is said to wash off 
easily. It comes in four colors and 
sells for $1.25. 


DERMETICS will undertake an Oc- 
tober promotion around “Brilliant 










Dermetics’ ‘‘Brilliant You"’ special 


You.” A plastic Automatic Rouge 
Applicator will be paired with Bril- 
liant lipstick in a ribbon-tied, cello- 
phane package, tagged, with make- 
up hints. The $2 special will sell 
lor $1.25. The “Brilliant You” pro- 
motion will be supported by news- 
paper mats, national publicity, 
sales bulletins and high fashion 
how-to-make tags. 


PRINCE MATCHABELLI, INC. an- 
nounces that it has changed the 
formula of its Sparkling Burgundy 
bubble bath for top performance re- 
gardless of the degree of water-hard- 
ness it encounters. It sells for $1.25 
per 4 oz. flask, and $2 per 8 oz. flask. 


BOUNCE, INC, is introducing Bounce!, 
a new liquid spray to relax and re- 
fresh tired feet. Containing hexa- 
chlorophene, witch hazel, menthol, 
and alcohol, it can be sprayed 
through stockings or socks. Pack- 
aged in a pliable polyethylene 114 
oz. container, it has a specially de- 
signed cap to prevent leakage. The 
retail price is $1. 


ESTEE LAUDER offers Dancing Pink 
and Dancing Red lipstick shades, 
at $1.50 each. 


cory will introduce Cream Powder, 
described as a complete make-up. 
Packaging is a light-weight irri- 
descent plastic compact, with dis- 
tinguishing colored backgrounds 
for each of five fragrances. Inside 
the lid is a mirror, and there is 
also a valour puff. The product 
comes in six shades. The price is 
$1.25. 


Coty’s Cream Powder in plastic compact 





















We consider ourselves specialists in 


IMITATION BERGAMOT OILS 


for all types of perfumes 
for all types of products 


Now that Bergamot natural is out of 


reach for so many products, try our 


ULL BERGAMOT 
IMITATION 


NOT NF 


A first class replacement 
of the natural. Completely 
stable and free from foreign 
perfume notes. 


UL BERGAMOT 
IMITATION 


3394 


A very effective imitation 
with ester content and gen- 
eral characteristics close to 
those of the natural. 


These are just two of our very successful 
bergamots. Write us your needs and we will 
recommend the best for your own purposes. 


ScHIMMEL & CO... INC. 
601 west 26th street 


me w 
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CHEMICAL TRADE NAMES 
AND COMMERCIAL SYNO- 
NYMS. Williams Haynes. 6x9 
in., 279 pages, cloth covers. D. 
VanNostrand Co., 1951. Price 
$5.50. 


Everyone who deals in any way 
with industrial chemicals is likely 
to find this useful book of value. 
No similar compilation is available 
elsewhere. It provides identification 
for more than 20,000 special names 
used in the modern chemical in- 
dustry. It has also the most com- 
monly met with alphabetical and 
numerical abbreviations such as 
24,5-T and N.D.G.A. Industrial 
trade names in the perfume and 
cosmetic and other industries are 
covered exhaustively. It is in effect 
an up to date dictionary of special 
names used in the chemical indus- 
try. 


OPPORTUNITIES IN BEAUTY 
CULTURE. Florence E. Wall. 
514x8 in., 112 pages, paper cov- 
ers, Vocational Guidance Man- 
uals Inc. 1952. Price $1. 


A long felt need for a good 
source of information covering new 
opportunities in beauty culture will 
be filled by this useful book. An 
idea of the contents of the book 
may be had from the chapter head- 
ings: The Scope of Beauty Culture, 
General Requirements, Positions 
in Beauty Shops, Positions in the 
Cosmetic Industry, Positions in In- 
dustrial Education, Cosmetology 
in Related Fields, Organization and 
Legislation of Trade. A list of state 
boards governing cosmetology is a 
feature. An index adds to its use- 
fulness. The volume is one of a se- 
ries issued by the publishers on ca- 
reers, 


) THE CHEMICAL SENSES. R. W. 


Moncrieff, B.Sc., F.R.L.C., F.T.1. 

6x9 in., 538 pages, 30 illustra- 

tions, Second edition, 1951. Leon- 
ard Hill Ltd. Price $5. 

The second edition of this well 
known work will be welcomed for 
its practical value to the chemist in 
the perfumery, soap and flavor 
fields. The nature of its contents is 
given in the chapter headings: 
Their Part in Life; Structure of the 
Chemical Sense Organs and Their 
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Connections; Sensation; Olfaction; 
Gustation; The Common Chemical 
Sense; Chemical Sensibility in 
Lower Animals; Classification of 
Odors; Chemical Constitution and 
Odor; Taste and Constitution; 
Physical Properties of Odorous 
Materials; Theories of Odor; Per- 
fumes and Essences; Flavor and 
Food. A glossary, bibliography, au- 
thor index and subject index add 
to the value of the work. 


CHARM, BEAUTY AND PER- 
SONALITY. Edyth Thornton 
McLeod. 6x9 in., 121 pages, cloth 
covers, numerous _ illustrations. 


Grosset & Dunlap Inc. 1952. 

Price $1.50 

The useful work that has been 
done by the author in her years of 
service in the cosmetic industry as 
an executive in one of the foremost 
manufacturing companies, as a lec- 
turer, as a consultant for women, 
and as a widely known writer in 
newspapers and magazines and 
the author of books on various 
phases of beauty is too well known 
to warrant discussion here. Miss 
McLeod writes with a background 
of experience in a chatty, simple 
but effective way and in this vol- 
umes which is a guide to the de- 
velopment of charm, beauty and 
personality for all women she does 
much to educate women along 
sound lines, which cannot but be 
helpful to the entire industry. The 
contents are indicated by the chap- 
ters: Your Charm, Your Health, 
Your Face, Your Type, Your Hair, 
Your Figure, Your Body and Your 
Personality. 


OIL, FAT AND SOAP. Benjamin 
Levitt. 6x9 in., 230 pages, 34 
illustrations. Chemical Publish- 
ing Co. 1951. Price $6. 


A good over-all picture of raw 
materials, manufacturing processes 
and testing methods is given in this 
work. Processes and products are 
described so that they may be read- 
ily understood by those without 
formal technical training. Highly 
technical discussions have been 
avoided as far as possible. Defini- 
tions are given and examples are 
cited to illustrate commercial prac- 


tice. Historical data, a description 
of production methods for oils, fats 
and soaps with flow sheets, tables 
of constants, analytical methods 
and a bibliography are included. 


SCHIMMEL REPORT ON ES- 
SENTIAL OILS, AROMATIC 
CHEMICALS AND RELATED 
MATERIALS — 1949-1950. 6x9 
in., 106 pages, paper covers. 
Schimmel & Co., New York, N.Y. 
1952. Price $4.50 in U. S. and 
Canada; $4.75 elsewhere. 


Developments in the field of vol- 
atile oils and synthetic perfume 
materials in the years 1949 and 
1950 are summarized in this inter- 
esting and useful volume. The first 
section reviews articles relating to 
the chemical and physical proper- 
ties of essential oils which ap- 
peared in scientific journals during 
the period. Some dealt with vari- 
ations in oil yield and properties 
among different varieties of the 
same plant species such as varie- 
ties of bergamot, of eucalyptus 
oleosa and grape fruit. Such studies 
are of practical value as a basis for 
the commercial production of es- 
sential oils of uniform composition. 

Much of the work published in 
1949-50 on the composition of es- 
sential oils was concerned with the 
sesquiterpene components. New 
sesquiterpene hydrocarbons were 
isolated from bergamot oil, hop oil, 
patchouli oil and wormwood oil by 
means of the chromatographic 
technique. Some unusual constitu- 
ents were isolated from the essen- 
tial oils of artemisia and other 
plants belonging to the Compost 
tae. These were esters of C,, acids 
containing multiple double and 
triple bonds. 

Among the papers reviewed in 
the section headed “Aromatics” are 
studies on the structure of patch- 
ouli alcohol and the structure of an 
autoxidation product of mentho- 
furan which is found in oxidized 
peppermint oil. Investigations of 
the degradation products of sclareol 
and ambrein, which resulted in the 
discovery of new compounds hav- 
ing a persistent odor of ambergris, 
are also summarized in this section. 
Syntheses of odorous compounds 
during 1949 and 1950 included the 
preparation of myristicin, a frag- 
rant substance which occurs natur- 
ally in oil of nutmeg, and the con- 
version of nerolidol to farnesal. 

Statistics on world trade in essen- 
tial oils are given in another sec- 


tion and a detailed bibliography 
concludes the book. 
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THE NEW vaniura-tine U0 MATERIAL 


VANITROPE 


As a vanilla-like flavoring agent of extremely high potency, VANITROPE 
has demonstrated an unusual adaptability in all branches of the food, 
confectionery, baking and ice-cream fields. 


willl. | 
Ns advantages We these is 


FLAVOR 


Used in substantial proportion with other synthetics, VANITROPE brings flavor 


closer to the true natural vanilla. 


‘rn ) 7 ’ ‘rn 

STRENGTH 

The flavor strength of VANITROPE is sixteen times that of vanillin. In the 
presence of sugar, this ratio is considerably higher. 


CHARACTER 


Pure white crystalline synthetic, non-discoloring and non-hygroscopic, with a 
remarkable stability at high processing temperatures. 


1 ‘Th 
COST 
The use of VANITROPE permits savings of up to 50% over standard vanilla-like 


synthetics at equivalent flavor strength. 


VANITROPE has proven its value in nationally distributed foods as well as in exhaustive laboratory 
investigations. VANITROPE, a registered trade name for propenyl guaethol, is of interest to all flavor 
Inquiries are solicited. Samples and technical bulletins are available for study. 


VANITROPE IS A CONTRIBUTION OF | 
nec. 


FINE CHEMICALS DIVISION 
630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
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Adulteration of Vanillin 


Adulterations and sophistications . 


. . The purchase of 


a supply from reputable dealers and check assays are 


means of safeguarding the quality of vanillin used 


DULTERATION and_ s0- 

phistication of any product 

often follows economic fac- 
tors and cycles. It can be shown, for 
example, that in the late twenties 
when prices were high, cakes and 
ice cream which were supposed to 
have been prepared with eggs 
often were adulterated by the sub- 
stitution of artificial color for the 
high priced eggs. In the early 
thirties, when the cycle had 
changed and the deflation had de- 
pressed prices of food and raw ma- 
terials, such adulterations were 
relatively rare since eggs were not 
too disadvantageously priced in 
comparison with the price of arti- 
ficial coloring matter. There was, 
therefore, under such circum- 
stances little desire for not con- 
forming with the law. In a wholly 
analogous manner as the price of 
vanillin or any flavoring material 
rises there are attempts to substi- 
tute other cheaper materials in 
part for the desired component. It 
it therefore wise to purchase sup- 
plies from reliable and reputable 
sources and to perform assays, at 
least from time to time, to check 
the quality of the product bought. 
The methods of assay of vanillin 
were discussed in a previous arti- 
cle and in this paper methods for 
the detection of adulterants will be 
discussed. 

In this previous paper, I pointed 
out that Carlos Fernandez Cabrera 
made a detailed investigation of 
the vanillin sold commercially in a 
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MORRIS B. JACOBS, Ph. D. 


European market, during the pe- 
riod December 1946 through June 
1949, and reported his findings in 
Ind. parfumerie 6, No. 9, 377-340 
(1951). He found a phenomenal 
number of samples to be adulter- 
ated, actually some 70 per cent had 
some adulteration and 30 per cent 
complied with specifications. 

Some of these adulterations were 
undoubtedly deliberate but others 
appeared to be due to the im- 
proper or hasty purification of the 
vanillin, itself, possibly attribut- 
able to the desire to reduce the cost 
of manutacture. 


Adulterants 


Among the adulterants Cabreta 
mentions are acetanilide, acetyl- 
salicylic acid (aspirin), acetamide, 
phenacetin, acetylvanillin, acetyl- 
isoeugenol, benzylisoeugenol, guai- 
acol carbonate (Duotal), phenyl 
salicylate (salol), salicylic acid, 
benzoic acid, reducing sugars, lac- 
tose, and other substances. 


Melting Point 


As Cabrera and others, for in- 
stance, Kempf, z. prakt. Chem. 78, 
(2), 259 (1908) and Kastle, Chem. 
Zentralblatt 9, 575 (1906), have 
pointed out, the melting point of 
vanillin does not constitute irrefu- 
table proof that the vanillin is 
pure. Thus commercial vanillin 
ranges in melting point from 79 to 
84 deg. C. According to the United 
States Pharmacopoeia, vanillin 
melts in the range of 81 to 83 deg. 


C. According to Handbook of 
Chemistry and Physics, vanillin 
melts at 81-82 deg. C. According to 
Merck Index, 6th Ed., 1952, vanil- 
lin melts at 80-81 deg. C. 

Sharp, taking a sample of vanil- 
lin with a melting point of 81 deg. 
C., purified it as follows: 30 grams 
of vanillin were heated in a cur- 
rent of nitrogen with a light petro- 
leum solvent, boiling in the range 
of 60 to 80 deg. C. under a reflux 
condenser until the vanillin dis- 
solved and the mixture was al- 
lowed to cool. The crystals first de- 
posited were discarded and the re- 
mainder of the crystals were recrys- 
tallized in the same way under ni- 
trogen. The first crop of crystals 
was again discarded and_ the 
mother liquor was allowed to cool 
completely under a stream of ni- 
trogen. The liquid was decanted 
from the white needles deposited; 
these were washed with the same 
petroleum solvent; and they were 
dried at room temperature in a 
current of dry nitrogen. The larg- 
est crystals were selected, and dried 
under vacuum for 12 hours. The 
melting point of this purified van- 
illin was 82.5 deg. C. This work is 
reported in the Analyst, 76, 215- 
219 (1951). 

Other investigators quote a fig- 
ure of 84 deg. C. for absolutely 
pure vanillin. One must, however 
take other factors into considera- 
tion, thus vanillic acid melts at 
207 deg. C. and when admixed 
with vanillin will raise the melting 
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point of the latter compound. A 
vanillin containing 5 per cent of 
vanillic acid will melt at 95 deg. C. 
Hence vanillin melting at 84 deg. 
Cc. may actually contain trace 
amounts of vanillic acid and not be 
pure. 

Because of the inadequacy of the 
melting point test in this instance 
and as a rapid method for the de- 
tection of adulterants, Cabrera 
proposes four qualitative tests. In 
these preliminary tests sulfuric 
acid, 2 N sodium hydroxide solu- 
tion, | N ferric chloride solution 
are used as reagents and the pH is 
also determined. 


Sulfuric Acid Test 

When vanillin or a saturated so- 
lution of vanillin is treated with sul- 
furic acid, an acetic acid odor is 
produced if acetanilide C,H,NHC- 
OCH,, acetylsalicylic acid (aspirin) 
2¢H, (OCOCH,)COOH, acetamide 
CH,CONH.,, phenacetin H,C,OC,- 
H,NHCOCH,, or acetylvanillin are 
present. An orange color is pro- 
duced with pheny] salicylate (salol) 
HOC,H,COOC,H,. <A_ red-violet 
which changes on heating to cur- 
rant-red is obtained with terpene 
hydrate and sulfur dioxide is also 
liberated during the heating. Ace- 
tylisoeugenol, benzylisoeugenol, and 
guaiacol carbonate give a red solu- 
tion whereas a brown solution is 
obtained when sugars, starch and 
related foreign organic material are 
present. 


Sodium Hydroxide Test 


If a few tenths of a gram of van- 
illin sample are boiled with 2 N 
sodium hydroxide solution charac- 
teristic odors may be produced in 
the presence of some adulterants. 
Thus if acetamide is present, an 
ammoniacal odor is produced; if 
phynyl] salicylate is present, a phe- 
nolic odor is obtained; and if acet- 
anilide is present, the odor of ani- 
line is apparent. 

Upon acidification of this solu- 





Note this 0. &C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation Compounds, 
Woveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 
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tion with various acids indicative 
reactions may be obtained. With 2 
N hydrochloric acid, an acetic acid 
odor and a white precipitate is ob- 
tained if aspirin is present. Aceto- 
phenetidine (phenacetin) yields a 
yellow precipitate if the alkaline 
solution is acidified with nitric 
acid. In a similar fashion a clove 
odor is obtained on acidification if 
acetylisoeugenol is present; guaia- 
col carbonate yields the character- 
istic odor of guaiacol and carbon 
dioxide is evolved; benzylisoeuge- 
nol also gives a clove odor if pres- 
ent; and a phenolic odor with a 
white precipitate are obtained if 
phenyl salicylate is the adulterant. 


Ferric Chloride Test 

The ferric chloride test is one of 
the tests given in the United States 
Pharmacopoeia as a means for the 
identification of vanillin. Cabrera’s 
modification of this test is based on 
the fact that the blue color pro- 
duced with vanillin on the addi- 
tion of ferric chloride is prevented 
from appearing when acetic acid is 
also present. The violet color of 
salicylic acid is not inhibited. 

Procedure.—Dissolve 0.05 to 0.1 
gram of vanillin sample in | to 2 
ml. of water. Add 2 drops of 1 N 
ferric chloride solution and ob- 
serve the color produced. Add sev- 
eral drops of acetic acid. 

A violet color which persists 
after acidification is probably due 
to salicylic acid. Benzoic acid gives 
a flocculent precipitate before the 
addition of acid, almost immedi- 
ately whereas phthalic anhydride if 
present gives a gelatinous precipi- 
tate after a few minutes. Both of 
these latter precipitates are soluble 
in ethyl alcohol. 

In the U.S. Pharmacopoeia 
variation of the ferric chloride test, 
three to five drops of ferric chlo- 
ride test solution is added to 10 ml. 
of a cold, saturated solution of van- 
illin sample. In the presence of 
vanillin a blue color is produced. 


HOW TO solve YOUR COLOR PROBLEM 


IN THE QUICKEST POSSIBLE WAY 


LEEBEN 


INC. 
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Interstate Color Co. Division 
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If the mixture is now heated to 80 
deg. C. for a few minutes the color 
changes to brown. When the mix- 
ture is cooled, a white or nearly 
white precipitate is formed. Adul- 
terants will make the sample be- 
have differently in some instances. 


pH 

The pH, that is the hydrogen- 
ion concentration, of a solution of 
a vanillin sample is sometimes in- 
dicative of its purity. The pH 
varies from 4 to 4.5 in the concen- 
tration range of 0.5 to 2.5 per cent 
solutions. 

Prepare a saturated aqueous so- 
lution of the vanillin sample. This 
should contain about 1 gram of 
vanillin per 100 ml. of water at 
about 20 deg. C. Obtain the pH 
reading in the customary manner 
with the aid of a pH meter or with 
commercial indicator papers. Indi- 
cator reagents may also be used 
in the customary manner. Any 
marked variation from the range 
noted is indicative of an adul- 
terant. 


Bisulfite Test 

Cabrera details a quantitative 
method for the determination of 
vanillin in the presence of certain 
adulterants which has been de- 
scribed in detail in a previous issue 
of the AMERICAN PERFUMER. The 
United States Pharmacopeia sug- 
gests as an identification test the 
bisulfite reaction. 

Dissolve some of the vanillin 
sample in ethyl ether. Transfer to 
a separatory funnel and shake out 
with a saturated solution of sodium 
bisulfite. —The vanillin should be 
extracted completely from _ the 
ether solution, whereas other sub- 
stances which are not aldehydes 
will not be extracted and can be 
recovered by evaporating the ether 
solution. 

To comply with U. S. P. require- 
ments, vanillin must not lose over 
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1 per cent in weight when dried 4 
hours over sulfuric acid. 


Residue on Ignition 

To comply with U. S. P. require- 
ments, vanillin must not have a 
residue of greater than 0.05 per 
cent after ashing. 

If the opportunity presents itself, 
other phases of the analysis of van- 
illin and of vanilla extracts both 
pure and imitation will be dis- 
cussed in this section. 


Flavored Notes 


The New York Times in its sec- 
tion on News of Food, carried 
without a by-line, a very interest- 
ing article on mustard and the role 
that Karlos Sancer, head of the 
Old Dutch Mustard Company is 
playing in developing American- 
grown mustard. 


At the meeting of the Institute 
of Food Technolgists held June 


Chemical 


A Toxicological Study of Some 
Polypropylene (Polyoxypropy- 
lene) Glycols: C. Boyd Shaffer, 
Charles P. ae Frances H. 
Critchfield, John H. Nair, III, and 
Frederick R. Franke (Mellon Inst., 
Pittsburgh, Pa.). Arch. Ind. Hyg. 
Occupational Med. 3, 448-53 (1951). 
In an animal study, polypropylene 
glycols with av. mol. wts. of 425 (I), 
1025 (II) and 2025 (III), prepd. by 
a Sectanianoal reaction of (CH,- 
CHOHCH.,),O (IV) and simple pri- 
mary alcs., were administered to rats 
or: ally, intraperitoneally, and intra- 
venously. The LD,, on ingestion is 
2.91 g./kg. body wt. for L. 2.15 for 
II, 9.76 for 111, and 14.85 for 
IV. Lethal single doses produced 
hyperexcitability of the central 
nervous system. The toxicity by 
cutaneous applications is low. 
Through Chem. Abs. 


Determination of Safrole in 
Essential Oil of Sassafras; Cyo- 
scopic Method: (Amaro Henrique 
de Souza. Rev. Brasil. Farm. 31, 
97-100, 1949). The cryoscopic me- 
thod requires seeding of the cooled 
essential oil with crystals of safrole. 
Crystals for seeding may be ob- 
tained by fractional distn. of the 
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8-11 at Grand Rapids, Michigan, 
Mr. L. C. Cartwright of Foster D. 
Snell, Inc. presented a paper on 
organoleptic panel methods for 
evaluating the strength and qual- 
ity of Vanitrope*, a brand name of 
propenyl guaethol. This material 
resembles vanilla in flavor. 


Fine Chemicals Division § of 
Shulton, Inc., 630 Fifth Avenue, 
New York 20, N.Y. has issued sev- 
eral technical bulletins on the 
properties and uses of Vanitrope* 
brand of propenyl guaethol. 


Your editor leads off a Sympo- 
sium on Literature Resources of 
the Food Industries with a paper 
on “Introduction and General Dis- 
cussion of Food Industries Litera- 
ture” to be given under the joint 
sponsorship of the Divisions of 
Chemical Literature and of Agri- 
cultural and Food Chemistry of 
the American Chemical Society at 
the meeting in Atlantic City, Sep- 
tember 14-19, 1952.—M.B.]. 


Abstracts 





| ‘oil, sepn. of the fraction boiling at 


228-235°, and cooling of this frac- 
tion to -15°. This method requires 
less than 20 min., and its adoption 
is recomm. as official for the detn. 
of safrole in sassafras oil. Chem. 
Abs. Vol. 45. 


The Saponification of a-Mono- 
myristin, a-Monostearin and a- 
Mono-Olein: (J. Applied Chem., 
I, #4, 185, 1951) H. H. G. Jellinek 
and A. Gordon. —The saponifica- 
tion of a-monomyristin, a-mono- 
stearin and a-mono-olein has been 
studied in 75% (v/v) aqueous alka- 
line acetone. The reactions obey a 
second-order law. The energies of 
activation for the three mono- 
glycerides are very similar: a-mono- 
myristin, 9900; a-monostearin, 11,- 
100; a-mono-olein, 10,800 g-cal. The 
glycerides show the general phe- 
nomenon of alcoholysis in aqueous 
akaline ethanol solutions. 


Glycerol Removal from Aque- 
ous solutions by Anion Ex- 
change: (Industrial & Engineering 
Chemistry, 43, +5, 1070, 1951) The 
removal of glycerol from an aque- 
ous solution by a continuous ad- 
sorption process promised to be 


more economical than the distilla- 
tion of large volumes of dilute so- 
lutions. Exploratory tests showed 
possibilities for the removal of gly- 
cerol on an anion exchange resin as 
a glycerol borate complex anion. 
Boric acid and sodium tetraborate 
both gave complete anions which 
were firmly attached to anion ex- 
change resins. The best runs showed 
93 to 98% removal of glycerol from 
the solutions up to the _ break- 
through point of the resins. De- 
sorptions by aqueous solutions and 
of the resins. Desorptions by aque- 
ous solutions and organic solvents 
have not yet given practical meth- 
ods for recovery of the glycerol. 


Aniline Point of Some Fats: 
J. G. Kane and G. M. Ranadive 
(Univ. Bombay). J. Sci. Ind. Re- 
search (India) 10B 62-6 (1951). The 
aniline points of common edible 
fats like groundnut, sesame, cotton- 
seed, and coconut are considerable 
increased in the presence of white 
oils, the increase being approx. pro- 
portional to the amt. of white oil 
present. Free fatty acids and ran- 
cidity lower the aniline point of a 
fat; moisture increases it. It is pos- 
sible to est. the amt. of mineral oil 
in an edible fat within 1 to 2% by 
using these relationships. The ani- 
line points of some neutral fatty 
oils are: groundnut oil, 16.8°, sesa- 
me oils, 12. af cottonseed oil, 5.9°; 
coconut oil, 3.8°. Increase in unsatn. 
or decrease in mol. wt. causes a de- 
crease in aniline point, as does the 
hydroxyl group. Although immedi- 
ate identification of an ~adulterant 
is not possible from the aniline 
point, deviation from normal is in- 
dicative of adulteration. It is sug- 
gested that aniline-point detn. be a 
routine preliminary test for fatty 
oils. Chem. Abs. Vol. 45, #21. 


Does the Incorporation of a Sur- 
face-Active Agent into the Ex- 
cipient Modify the Value of an 
Antiseptic Ointment? M. Bou- 
chardy and A. Mirimanoff (Univ. 
Geneva, Switz.). Pharm. Acta Helv. 
26, 69-76(1951). The study indi- 
cates: (1) the addn. of a nonionic 
wetting agent (Crillex 11) di- 
minishes or eliminates the fungi- 
static power of the antiseptic; (2) 
this action manifests itself in any 
type of ointment and appears to be 
independent of the chem. nature of 
the antiseptic; (3) the addn. of an 
anionic wetting agent (Duponol C) 
exerts a slight synergistic effect on 
the fungistatic action and is active 
at a concn. of 1%; (4) G-4 is more 
active than G-11 when incorporated 
into an ointment. C.A. 45, 16, 7297 
(1951) 
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How 

to give 
your 
business 


the odor of ‘ 
SUCCESS... 


PERFUME 
CONCENTRATES 


TRY SERIES 


No. 300 


CHOOSE FROM THESE ORBIS ODORS AT THE 
USUAL LOW ORBIS PRICES 
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Bouquet CH 
Bouquet TB 


Bouquet Kashmiri 


Carnation 
Chypre 
Cologne 
Divinia 
Florida 
Gardenia 
Heliotrope 
Honeysuckle 
Jasmin 


Jockey Club 


Lavender 


Lilac 


Millefleurs 


Mugvuet 
Narcisse 


New Mown Hay 


Sweet Pea 


Violet 


Wistaria 


PRICES ALWAYS UNIFORM 


25 and 50 Ib. lots 


5 lb. bottles 
Trial Pounds 


Cosmetic Raw Material 
Water Soluble Gums 
Food Colors 

Perfume Bases 
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3.25 per Ib. 


Essential Oils 
Fruit Flavors 
Quince Seed 
Oleo Resins 


Stearic Acid 
Aromatics 
Thymol 
Waxes 


Ray on Orbis economy to cut costs of 


making your inexpensive perfumed products. 
Rely on Orbis quality to keep your customers happy. 
Manufacturers’ samples gladly sent... 
ask for samples of Series No. 300 today. 


Lt 
ORBIS 


PRODUCTS 
CORPORATION 


215 PEARL STREET 
NEW YORK 


NEW YORK 
CHICAGO 
BOSTON 
MEMPHIS 
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How to increase sudsing 


HERE are wide differences 

in sudsing properties _ be- 

tween different grades and 
makes of soap powder. Some man- 
ufacturers are often puzzled as to 
the reason why formulations con- 
taining relatively high proportions 
of soap do not produce such volu- 
minous suds as powders known by 
analysis to contain half the quan- 
tity. One of the chief reasons why 
sudsing power is so low with some 
types of soap powders i is that where 
hard water is encountered, the 
bulk of the soap present is used up 
in softening the water. Copious 
suds with less soap can, however, 
be assured by incorporating tetra 
sodium pyrophosphate in the pow- 
der formulation. This unique ad- 
ditive is able to increase the suds- 
ing power of soap. In actual tests 
by manufacturers, it has been 
shown that one ounce of pyrophos- 
phate is capable of releasing 2.3. 
ounces of soap (calculated as so- 
dium stearate) from commercial 
powders which would normally be 
converted into insoluble soap by 
the action of hardness salts. One 
practical recipe for a soap powder 
suitable for general domestic wash- 
ing purposes is as follows: 


High titer soap 63% 
Anhydrous sodium silicate 3% 
Soda ash £o 


Anhydrous tetra sodium 
pyrophosphate 10.5% 
Moisture 19.5% 
Ihis basic formula is capable of 
considerable modification so as to 
produce different types of commer- 
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by use of tetra sodium pyrophosphate 


More Effective Soap Powders 








for producing different types of commercial soap powders 


PAUL I. SMITH 





Paul |. Smith 


cial powders, e.g. high grade dairy 
cleaning compounds can be based 
ona recipe in which the soap con- 
tent is greatly reduced and the al- 
kalies correspondingly increased. 
Ihe increase in alkalies is required 
to cut the fat, whilst the phosphate 
softens the water and the silicate 
tends to give a brighter appear- 
ance to the metal equipment. 
Where the soda ash content of 
powders is greatly increased then 
it is possible to use lower grade 
soaps made from recovered greases, 
unbleached palm oil, recovered co- 
conut oil and indeed inferior fats 
possessing a low titer value. The 
proportion of soap varies widely 
and formulations may contain as 
little as 5 per cent and as much as 
70 per cent. Other ingredients em- 
ployed may consist of abrasives, 
berax and trisodium phosphate in 
place of tetra sodium pyrophos- 
phate. 


. . Basic formula 





properties in powder formulations 





Spectrochemistry 


HE trend towards greater sim- 
plification of essential scientific 
apparatus is a welcome one as it en- 
ables tests and measurements to be 
carried out easier and quicker and 
by personnel of limited scientific 
experience. Of particular interest to 
soapers concerned with colour read- 
ings of oils and fats is a new type of 
spectrophotometer which provides 
any colour of light at a turn of a 
dial without annoying slit-width ad- 
justments or filter changes. Sample 
transmittance or optical ‘density can 
be read directly and precisely on 
the illuminated galvanometer scale. 
With this apparatus there are no 
vacuum tubes to replace and no 
amplifiers to adjust, moreover read- 
ings are swift, exact and depend- 
able. 


Tall Oil Assn. Includes All but 
One of Tall Oil Manufacturers 


The Tall Oil Assn. made up of 
manufacturers and sellers of tall 
oil now has 13 out of the 14 manu- 
facturers and sellers of tall oil on 
its membership rolls. 

The Tall Oil Assn. made up of 
acids and of unsaturated 18 carbon 
fatty acids. It is a versatile, low cost 
chemical material which finds uses 
in such end products as cleansers, 
disinfectants, soaps, sulfonated oils 
and wetting agents. The association 
is located at 122 E. 42 St., New 
Youm, ¥7, N.. ¥. 
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Soap, Glycerine Producers 
Assn. Issues New Sales Census 


The Assn. of American Soap & 
Glycerine Producers, Inc., has is- 
sued its sales census of the first half 
of 1952. 

Eighty-six manufacturers _ re- 
ported total sales of all soaps and 
detergents amounting to 1,693,132,- 
372 pounds with a dollar value of 
$339,592,344. Tonnage-wise, this is 
a decline from the first half of 1951 
of 2.7% and dollar-wise, a decline 
of 13.8%. 

Seventy-eight manufacturers sub- 
mitted first half 1952 sales figures 
for non-liquid soaps amounting to 
950,856,000 pounds valued at 178,- 
018,000. Fifty-three manufacturers 
who have continuously participated 
in the census make possible com- 
pare ative analysis, report sales total- 
ing 912,091 000 pounds, a decline of 
13.8 per cent, valued at $173,161,- 
000, off 27.0 per cent. 

Sales for the second quarter 1952 
totaled 442,435,000 pounds com- 
pared with 469,656,000 for the first 
quarter this year and 386,015,000 
pounds for the second quarter 
1951. Percentage-wise, sales in 
pounds for the second quarter 
1952 were 5.8 per cent less than for 
the first quarter 1952 but were 14.6 
ahead of the second quarter a year 
ago. Dollar-wise, second quarter 
sales this year were 8.4 per cent un- 
der the previous quarter and 5.9 
per cent under the same period a 
year ago. 

Fifty manufacturers reported to- 
tal liquid soap sales of 2,861,000 
gallons valued at $3,793,000 com- 
pared with 2,915,000 gallons val- 
ued at $3,939,000 reported for the 
same period in 1951. Comparable 
figures from 35 manufacturers 
show total sales of 1,599,000 gallons 
off 3.6 per cent from a year ago 
with a dollar value of $2,629, 000 
up 0.8 per cent from 1951. For the 
second quarter, sales of 35 compa- 
nies totaled 809,000 gallons, up 
2.4 per cent over the previous quar- 
ter and 1.6 per cent over the same 
period a year ago. Dollar-wise, sec- 
ond quarter sales were valued at 
$1,393,000 up 12.7 over the previ- 
ous quarter and 4.0 over the same 
period a year ago. 

Sales are reported as continuing 
to go up. While comparative fig- 
ures are not yet available, thirty- 
four companies report total sales of 

719,391,000 pounds valued at $157,- 
782,000 compared with sales of 
thirty-seven manufacturers for this 
same period in 1951, totaling 611.,- 
528,000 pounds valued at $157,782,- 
000. Second quarter sales of thirty- 
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four companies totaled 365,327,000 
pounds compared with 354,064,000 
pounds sold during the first quar- 
ter. 


Frenchmen Visit U.S. to Study 
U. S. Soap, Detergent Making 


A selected group of executives, 
supervisors, and labor representa- 
tives of the French soap and deter- 
gent industry are visiting the U. S. 
under the auspices of the Mutual 
Security Agency, to study ways to 
modernize ‘the French industry and 
to cut manufacturing costs. Addi- 
tional aims are to provide more ef- 
ficient production, thus releasing 
raw fats and oils for edible prod- 
ucts, and, by increasing demand 
through lower cost, to increase the 
production of glycerin for the re- 
armament effort. 

Members of this Soaps and De- 
— Productivity Team are: 
L. A. J. Mayolle, Savonnerie d’Ale- 
sla & Parfumerie Thorel Reunies, 
Pre St-Gervais (Seine); P. M. Cus- 
inberche, Stearinnerie & Savon- 
nerie de Clichy; C. A. Fine, Regis 
& Co., Marseille (B.du.R.); Georges 
Galanier- i Ets. Emile Ga- 
lanier, Marseille; L. P. Martin, Ets. 
Fournier Ferrier, “aaccaiee (B.du 

ca e..¥, Merlet, Federation Na- 
le de l'Industrie des Corps 
Gras, Paris; J. C. Ricard, Huilerie 
Antonin Roue & Savonnerie J. B. 
Paul, Bordeaux (Gironde); Vincent 
Paparella, Huilerie Antonin Roue 
& Savonnerie J. B. Paul, Marseille; 
M. L. Roussille, Stearinerie Savon- 
nerie Roussille, Pau (B.P.): and 
H. M. Sourice, Comptoir Auxili- 
aire d’Huilerie, Paris. 

Among the plants visited are: 
West Disinfecting Co., Long Island 
City, N. Y.; Interchemical Corp., 
New York, N.Y.; Lehn & Fink 
Products Corp., Bloomfield, N.Y., 
Colgate-Palmolive-Peet Co., Jersey 
City, N.J., Chemaco Co., Berkeley 
Heights, N.J., Duveen Soap Co., 
Inc., Long Island City, N.Y.; Penna 
Salt Co. ‘Labor: atory, W hitemarsh, 
Pa.; Atlas Powder Co., Wilmington, 
Del.; Armour & Co., Chicago, IIL; 
Lever Bros. Co., Hammond, Ind.; 
Monsanto Chemical Co., St. Louis, 
Mo., and Lever House in New York 
N.Y. 


Kamen Soap Products Co. 
Retains Stanton Sales Co. 


Kamen Soap Products Co., New 
York, N.Y., and Barberton, Ohio, 
has retained Stanton Sales Co. of 
Chicago, IIl., as their Mid-Western 
representative. Stanton Sales Co. 
will promote the sale of its oleic 
acid and stearic acid. 


Tide, Joy and Ivory Rated “Tops” 
by Illinois Housewives 


Tide is the brand of soap pre- 
ferred by most women for dishes 
and laundry in 32 urban markets 
of Illinois, excluding Chicago, ac- 
cording to the seventh annual Illi- 
nois Consumer Analysis released 
recently. 

A preference for Tide for dishes 
was shown by 20 per cent of the 
housewives in these markets, and 
32.9 per cent preferred it for laun- 
dry. In the “for dishes’ category, 
other soaps rated: Joy, 13.2 per 
cent; Surf, 6.8 per cent; Vel, 6.8 
per cent; Fab, 6.5 per cent, and 
Cheer, 4.9 per cent. Rinso and Oxy- 
dol followed Tide in the “for 
laundry” classification with an av- 
erage preference of 11.1 per cent 
for both. Duz was =e by 8 per 
cent; American Family, / per cent, 
and Cheer and Fab next in order. 

Preferred toilet soaps are: Ivory, 
19.1 per cent; Lux, 15.7 per cent, 
and Dial 12.0 per cent. For use on 
hands and face the order is: Ivory, 
19.3 per cent; Lux, 18.7 per cent; 
Palmolive, 13.4 per cent, and 
Camay, 12.8 per cent. 

In the classification on soaps fon 
“fine fabrics,” Tide, with an aver- 
age preference of 14.9 per cent, is 
the leading brand, while _ Ivory 
Flakes is next with 14.4 per cent. 
The next two brands are Lux, 15.6 
per cent, and Dreft, 12.0 per cent. 

Leading scouring cleanser is 
Ajax, 33.4 per cent, followed by 
Bab-O, 24.3 per cent, and Old 
Dutch, 18.4 per cent. SOS com- 
mands the greatest share of the 
scouring pad market, with 49.7 per 
cent, with Brillo, 18.3 per cent, 
next and Tuffy, 1.4 per cent. 

Colgate lost a considerable share 
of the toothpaste market in IIli- 
nois, 11 per cent. Chlorodent made 
its first appearance with a 9.5 per 
cent consumer rating. The use of 
toothpaste increased to 88 per cent 
in 1952, compared with 79 per cent 
in 1951. 

In the personal deodorant classi- 
fication, the standing of the vari- 
ous brands is Arrid, 14.3 per cent: 
Mum, 12.6 per cent; Avon, 11.1 
per cent, and Fresh, 6.5 per cent. 


West Disinfecting Co. Markets 
New Antiseptic Cream in Tubes 


West Disinfecting Co. is market- 
ing three new antiseptic protective 
creams for industry, for the first 
time packed in tubes. Also avail- 
able is a device for dispensing the 
proper amount of creams, called 
Liquicreme Dispenser. 
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MPETITIVE PACE I§ 


J) —let Albert Verley & Company help you main- 
ZY KE, urls tain your position by enhancing the odor appeal 
/] for T - e. of your products. 


by Albert Verley & Company New types of odors—as well as new quality standards and new 
interpretations in the established odor groups have resulted 

A selection of a few of many compounds in this from wartime progress in the development of materials and 
> discovery of new combinations. It is important to estab- 

category: the discovery of new combina io t is important to ¢ ab 
lish contact now with sources ot new information and ideas. 


PIKAKI ROYALE MAGNOLIA itis pie hae: z 
t is our aim to provide such a source of the broadest scope 


PLUMERIA GARDENIA not only to offer a complete service in familiar fields, but also 

ORCHIDAL CARNATION to explore new fields which are rich in romantic atmosphere 
and fresh possibilities . .. to make available not only materials 
in any desired stage of fabrication up to the finished composi- 
tion, but also counsel to aid the perfumer in his constant 
search for new effects. 

For example, the heady scents of the tropics—so familiar to 
travelers, yet so difficult to identify with the odor of any 
particular flower—have provided the inspiration for a series 
of highly original tropical fantasies, some of which are 
listed here. 

This complete service and flexible viewpoint are available to 
you. Here, in one convenient place, you can find everything you 


need to give a lift to your line through enhanced odor appeal. 
ALBERT VERLEY AND CO., INC 


77 


466-472 W. Superior St., Chicago 10, III 


114-116 E. 25th St., New York 10. N. Y most important elements in your success. Call or write today. 


Consult us regarding your odor requirements—one of the 


MEFFORD CHEMICAL CO 


> 


)26 Santa Fe Ave., Los Angeles 21, Calif 


ALBERT VERLEY AND CO., INC 


222 Front St., East, Toronto, Ontario 


Synthetic Aromatic Products & Organic Isolates ¢ Synthetic Flower Oils & Aromatic Bases « Bouquets & Finished Compositi 





Hints for Improving Production 


Requirements for adequate sanitary facilities for employees 


becoming more rigid. 


be done and how to maintain such 


ANITARY facilities in plants 

provided for workers are to- 

day of utmost importance. 
Requirements grow each year. 
Simple provisions that were satis- 
factory ten years ago are obsolete 
today and a cause of dissatisfaction 
and trouble from employees, un- 
ions and governmental regulatory 
authorities. 

An ample supply of good drink- 
ing water is of the utmost impor- 
tance. Drinking fountains should 
be conveniently placed for all 
workers. The water supply should 
be filtered and treated if necessary 
to provide a cool and agreeable 
drink. 

The fountains selected for use 
in the plant should be so designed 
that lips of the workers do not 
come in contact with surfaces and 
should be so located in positions 
that will discourage unclean 
practices. 

Factory laws in most states gov- 
ern the location, equipment, and 
sanitary care of lockers, wash- 
rooms, showers, and toilets, and 
the minimum allowable condi 
tions are generally provided. How- 
ever these minimum conditions are 
seldom high enough to satisfy to 
day’s workers nor to reach the reco- 
ognized point where plant man- 
agement can keep illness and dis- 
ease at a very minimum and thus 
reduce costly absenteeism. 

Toilet facilities should always be 
of high quality and possess attrac- 
tive appearance. This is not only 
wise from the standpoint of ap- 
pearance but will also provide easy 
maintenance. 

One of the greatest faults in this 
section of sanitation in most plants 
is in the provision of an adequate 
number of fixtures. Sometimes lo- 
cal laws specify one such unit for 
so many workers but this is yet not 
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Practical sugg 


ERNEST W. FAIR 


widespread. A good ratio is one 
unit for every 15 or 20 persons who 
may use the unit. Closets should 
always be placed in_ separate 
booths with low swinging doors. 

Urinal fixtures should be of in- 
dividual type. The bowl rather 
than stall type proves best even in 
small plants. Automatic flushing 
arrangements should be provided 
on all such fixtures and deodoriz- 
ing and germicidial units are rec- 
ommended for use therein. 

Walls of such rooms are best fin- 
ished with glazed brick or tile or 
some similar material that lends it- 
self to easy and efficient cleaning. 
Sometimes plant economics neces- 
sitates that such a wainscoating be 
only six or seven feet high. In such 
instances the wall surfaces above 
should be finished in a_ hard, 
smooth, cement plaster or other 
similar surface that can be painted 
and easily cleaned. 

Good practice also provides that 
entrances and vestibule doors to 
toilet rooms should be so arranged 
that the interior of the room can- 
not be seen from outside. 

Washrooms should be separate 
from the toilet rooms or if this is 
not possible a partition should be 
erected between the two sections 
of the room. 

Individual bowls are more suit- 
able in locations where much vig- 
orous washing is not needed. The 
fountain type of circular fixture is 
effective. Faucets containing self- 
closing springs are advisable for 
they will keep water waste from 
being a problem in washrooms as 
well as help in the maintenance 
problems therein. 

Soaps of a liquid foam dispensed 
from glass bowls mounted above 
washbasins are most practical. 
Preference today is to paper towels 
which should be in locked auto- 


facilities 


estions on what should 


factories 


matic dispensers to discourage 
waste. A large container should be 
placed directly beneath this dis- 
penser to keep such used paper 
towels from being thrown on the 
floor. 

Dressing rooms’ should be 
equipped with metal lockers de- 
signed to provide ventilation and 
strong enough to withstand ordi- 
nary burglar techniques. Com- 
mon practice is to require employ- 
ees to provide their own locks and 
post waivers of responsibility on 
the part of the company through- 
out the room where lockers are 
placed as well as upon the inside 
of each locker door. 

All such facilities should always 
be well lighted and well venti- 
lated. Floors therein should be 
washed at least once a day and 
walls at least once each week. All 
sanitary equipment must be kept 
in good repair at all times and a 
wee “kly maintenance check is ad- 
visable. Cleaning should be done 
daily and disinfectants used liber- 
ally. 


Knee Action Truck Casters 


A new knee-action, shock ab- 
sorbing caster engineered for more 


How the casters work 
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y 
FOR Superior Quauity 


( 
8 out oF 10 suv... 
EXCHANGE OIL of LEMON 


When any product sells four times as well as all of its competition combined, 
that’s a sure sign of quality. No product can hold such a dominant sales position 
year in and year out unless it fulfills all of the exacting requirements of thousands 
of quality-conscious buyers. Exchange Oil of Lemon does just that... with a con- 
sistency and regularity that have made it the standard in its field. So little Lemon 
Oil goes so far, why risk buying anything but the best? 

Always specify it by the brand name when you order— 


Distributed . net States (eed 
exclusively by | > “ 4 | IR ey 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N.Y. —_, SUNKIST GROWERS 


DODGE & OLCOTT, INC PRODUCTS DEPARTMENT 
é ONTARIO, CALIFORNIA 
180 Varick Street, New York 14, N. Y. ol a re) iz 


Producing Plant: 
Exchange Lemon Products Co. 


a & RA e | poe 


U.S.P. 
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economy, efficiency and safety in a 
variety of handling applications is 
announced by the All Steel Welded 
Truck Co. The casters may be used 
to replace present wheeled equip- 
ment. All standard wheels are in- 
terchangeable. Shimmy is said to 
be eliminated because wheels are 
always kept in contact with the 
floor. 


Batch and Continuous Mixing 


A variable ratio drive enables 
the vertical Glen batch mixer to 


Mixer with variable ratio drive 


produce optimum results for both 
aerating and smoothing operations 
according to the manufacturer, the 
American Machine & Foundry Co. 
The variable ratio is ideal it is 
stated for small quantities of jell- 
ing or flavoring ingredients. The 
mixer is available in 30, 40 and 85 
gal. capacities and may be used fon 
the following processes: blending, 
mixing, coating, bonding, aerating, 
dispersing, kneading, agitating, 
simple emulsifying, creaming and 
rubbing. The Oakes continuous 
automatic mixer also offered by the 
company is said to offer a new, rev 

olutionary principle in mixing. A 
new disc blender also offered by 
the company is claimed to be best 
suited for continuous combining of 
dry and wet ingredients in a small 
bow! with large through-put capac- 
ity. In the accompanying illustra- 
tion of a Glen-Oakes layout, the 
vertical batch mixer at the left is 
used as a pre blender. The slurry 
is pumped from the Glen to the 
holding tank then to the Oakes 
continuous mixer where it is 
aerated and more finely dispersed. 


Inverted Overhead Conveyor 


When loads must be carried 
around building obstructions and 
kept horizontal while traveling up 
and down inclines, an inversion of 
the overhead, trolley type of con- 
me will do the trick the Lamson 
Corp. points out. All sorts of com- 
modities, open containers of chemi- 
cals, containers of in-process prod- 
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ucts etc. may be transported from 
final production to packing and 
shipping areas without danger of 
shifting or spilling on this type of 
container the company adds. 


Self Cleaning Filter Spray Jets 


With the self cleaning filters of- 
fered by the Hercules Filter Corp. 
powerlul jet sprays inside the filter 
tank are used to lance filter media 
and sludge from the outer surfaces 
of the filter leaves and flush them 
into the drain at the bottom of the 
tank according to the company. 
Water for the jets is fed through a 
header at the top of the filter, the 
spray jets being placed in_ the 
header at proper intervals. 


Spiral Conveyor 


\ spiral conveyor may be de- 
pended upon to handle automati- 
cally 50 per cent greater capacity 
of the processing machines and 
eliminate manual handling accord- 
ing tothe E. W. Buschman Co., the 
manutacturer. In an installation at 


je 


Second to first floor handling 


Miles Laboratories for instance re- 
quiring second-to-first floor han- 
dling, a specially designed spiral 
conveyor was installed. Bottles 
leave the capping machine on the 
upper floor standing up. They ride 
a chain driyen slat conveyor to the 
spiral conveyor. Here a star wheel 
feeder picks ‘each bottle off the slat 
conveyor, rotates it half a turn and 
spots it between vertical rods on 
the spiral conveyor tube A variable 
speed motor rotates the tube. The 
rods attached to the tube push the 
bottles around. The bottles slide 
downward on a 14 in. rod that’s 
spiraled around the tube and rig- 
idly held by the framework. On the 
floor below another star wheel 
moves the bottles onto another slat 


conveyor where they are carried 
upright to the labeling machine. 
Space was saved, breakage reduced 
and 12 handlers were released for 
productive work. 


Processing Literature 


X-ray Fluorescence Analysis, 
Non Destructive Testing at Shop 
Level, a four page folder is avail- 
able from the North American 
Philips Co. It describes the use of 
high intensity x-ray tubes and 
high efficiency Geiger counters for 
non destructive identification of 
elements in 3 to 5 minutes after 
specimens are prepared. 


A portable mixer which consists 
of a propeller shaft connected with 
its motor by a flexible drive shaft, 
easily detachable, is described and 
illustrated in a bulletin issued by 
Process Industries Engineers Inc. — 


Electric power drives are ade- 
quately described in a catalog is- 
sued by Sterling Electric Motors, 
Inc. 


A new drum and barrel catalog, 
giving adequate information on re- 
turnable type containers available 
for shipping and storing has been 


issued by the Pressed Steel Tank 


Co. 


Wherever heat can cause dam- 
age Alnor pyrotac automatic pro- 
tection is offered. A bulletin issued 
by the Illinois Testing Laborato- 
ries Inc. describes the new termper- 
ature control unit. 


Multi purpose hose is described 
in a catalog issued by the Ther- 
moid Co. Five hose types in the 
new line replace 18 hose types for- 
merly offered. 


Automatic cartoning and wrap- 
ping machines made by the F. B. 
ae Co. are fully described 
in a 32-page illustrated catalog is- 
sued by the company. More than 
35 types of cartoning and wrap- 
ping machines are described as 
well as various kinds of special 
packaging attachments. 


Mixers for the cosmetic field 
manufactured by the Barrington 
Engineering Corp. are described 
and illustrated in a 4-page catalog 
available on request. Barrington 
jet mixers are designed specifically 
for wet mixing liquid and solids 
and for emulsifying, homogenizing 
and dispersing applications. Spe- 
cial features claimed for the mix- 
ers are pointed out. 
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New information on the use of cellulose gum (Hercules ® CMC) 
is now available upon request. Based on recent research findings, 
it lists the special advantages of cellulose gum in lotions. 


Cellulose gum meets the specifications of the Toilet Goods Association. 


iy 
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HERCULES 
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HERCULES POWDER COMPANY Cellulose Products Department, 924 Market Street, Wilmington 99, Delaware 


M52-15 
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Product Bulletin 43 of the Rob- 
inson Wagner Co, Inc. points out 
that aliphatic esters of low molecu- 
lar weight alcohols are of growing 
importance and usefulness in mod- 
ern cosmetic formulations. Two es- 
ters of isopropyl alcohol: isopro- 
pyl myrisate and isopropyl sulenb 
tate as well as isopropylan, a 
mixture of isopropyl and lanolin 
alcohol esters of lanolic acids are 
described in the bulletin. Proper- 
ties of each are given and suggested 
uses in various cosmetics are given. 


How to Explain Your Pension 
Plan to Employees is the subject of 
a booklet published by the Em- 
ployee Benefit Plan Review. No 
charge is made for single copies. 


Properties and applications of 
Dresinate a series of sodium and 
potassium salts of rosins and resins 
manufactured by the Hercules 
Powder Co., Wilmington, Del. are 
described in a booklet which may 
be had for the asking. Included in 
the booklet are two sections on its 
use for emulsifying soluble oils 
and for extra-action cleaning com- 
pounds. Other suggested applica- 
tions are as an emulsifier in soaps 
and detergents and in household 
and industrial cleaners. 


All phases of caustic soda are 
covered in a newly revised booklet 
issued by the Alkali Sales Dept., 
Dow Chemical Co., Midland, 
Mich., which will be sent to anyone 
interested on request. 


New postal rates and informa- 
tion on all classes of mail are listed 
in a convenient chart in models for 
wall or desk. The charts are avail- 
able from Pitney-Bowes Inc. gratis. 


Ideas for improving holiday 
sales with seasonal packaging are 
given in a booklet “How to Use 
Holiday Corrugated Boxes” issued 
by the Hinde & Dauch Paper Co. 


Self emulsifying wax, Ceramol, 
made by the Aceto Chemical Co., 
is covered in an 18 page loose leaf 
catalog issued by the company. It 
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Trade Literature 


includes a description of the prod- 
uct and specifications, uses and 
general characteristics, suggested 
compounding procedures, an in- 
dex to suggested formulas and for- 
mulas for cosmetic preparations. A 
copy will be sent to anyone wish- 
ing it. 


Antiperspirant data is given in 
a 16 page booklet issued by the 
Reheis Co. on its mildly acid as- 
tringent and antiperspirant chlor- 
hydrol. Included is such informa- 
tion as the pH of chlorhydrol so- 
lution compared with those of 
other aluminum compounds, irri- 
tation and fabric destruction, anti- 
perspirant action, effects on tissue 
shrinkage and how to use the prod- 
uct in cosmetic formulations. 


Methods Big People Use to Re- 
duce their Federal Taxes is the 
subject of a report issued by 
Prentice-Hall Inc. Only 1000 re- 
ports have been issued and they 
are sent only to individuals or con- 
cerns placing reservations for the 
1953 federal tax course ready in 
October. 


The market guide for Latin 
America for 1952 gives credit and 
capital ratings for over 100,000 
buyers and sales representatives. 
Information about — subscription 
terms may be had from the Ameri- 
can Foreign Credit Underwriters 
Corp. 


A sample portfolio of illustrated 
flash bulletins covering a variety of 
subjects such as sales, contests, in- 
spiration and general with space 
left for the users message, may be 
had for the asking from the Carr 
Speirs Corp. 


Construction designs for folding 
cartons, paperboard and shipping 
containers, adaptable to almost 
any shape or type of product are 
given in a new 28-page style guide 
issued by the Robert Gair Co. 155 
E. 44 St., New York, 17, N.Y. A 
copy will be sent on request. In- 
formation is included on the use 
of machine filled and machine 
formed cartons as well as a helpful 
check list of points to be consid- 
ered in planning packaging. 






Colloids out of the sea are de- 
scribed and uses are pointed out 
in toothpastes, creams, ointments 
etc. in a non technical bulletin is- 
sued by Seaplant Chemical Corp 
The bulletin was written by Earl 

Jertson, president of the com- 
pany and is available to anyone 
interested. 


Perfume oils and flavors offered 
by Sluys Rockford Inc. are listed 
with prices in a 20-page catalog 
which will be sent to anyone in- 
terested on request. 


Four language price list No. 7 
issued by A. G. Hersom gives a se- 
lection of perfumery compounds 
offered by the firm together with a 
list of essential oils. A copy of the 
price list consisting of 32 pages, 
may be had on application. 


The consulting chemist and 
chemical engineer in a world econ- 
omy is an informative, illustrated 
32 page booklet issued by the Assn. 
of Consulting Chemists and Chem- 
ical Engineers Inc. The _profes- 
sional consultant is an important 
factor in the world economy and 
for that reason this book which at- 
tempts to draw a blueprint of the 
essential requirements for compat- 
ible and constructive relations be- 
tween client and consultant should 
prove of interest to manufacturers. 
Copies are sold at one dollar by 
the association. 


The flavor catalog and price list 
of Fritzsche Brothers Inc., 76 Ninth 
Ave., New York 11, N. Y. consists 
of 16 pages attractively bound. In 
it are listed the many products of- 
fered by the company. The special 
flavor service of the company is al- 
so. briefly but adequately  ex- 
plained. 


Perfume Compositions is_ the 
subject of a 24-page catalog and 
price list issued by Dodge & Olcott 
Inc., 180 Varick St., New York, 14, 
N.Y. In it are listed numerous per- 
fume bases, industrial odorants, 
water soluble perfume bases, de- 
teromes, waterless hand cleaners 
and certified colors. 
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hra Srance Makes 
the Heart 
( Yow londer. a 


PEOPLE RESPOND to fragrance... 


whether it’s on a pretty girl or on a 
product. To find the one right 
fragrance for your product dial our 
nearest office. You and your perfuming 
problems will be answered by a perfect 


combination of skill, resources and experience. 


NAUGAROMES—For various industrial and 


commercial uses. 


SOAPOLS—For bar, paste and liquid soaps, DIVISION OF UNITED STATES RUBBER COMPANY 


: ‘ ha on ry __=mnI6 : ‘ 
SHAMPAROMES—For liquid, cream and paste 254 Fourth Avenue, New York 10, N.Y.—701 South La Salle Street, Chicago 5, Il. 
dy Toronto—Montreal 
ampoos. a 2 
Sole Distributors for: 
MODERN BASES—For fine perfumes, colognes, : JEAN ROURE, PIERRE ZILLER, BRUNO COURT S. A. 
toilet waters, toilet preparations, etc. a GRASSE, FRANCE 


CREAMODORS—For all types of creams and lotions. 


MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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N EWS and EVENTS 
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Dodge & Olcott Inc. Sold to 
Fritzsche Brothers Ine. 


National Distillers Products 
Corp. has entered into a contract 
covering the sale of Dodge & OI- 
cott Inc. a wholly owned subsidiary 
to Fritzsche Brothers, Inc. This 
brings together under a_ single 
ownership the oldest essential oil 
company in the United States and 
also one ol the largest with another 
of the largest essential oil compa- 
nies. 


Good Housekeeping Institute Not 
Convinced on Chlorophyll Claims 


Good Housekeeping Institute re- 
porting on tests made on a chloro- 
phyll shampoo, dentifrice and in- 
ternal lozenge deodorant said in 
part: “So far because of label state- 
ments or advertising claims checked 
in our laboratory and in practical 
use tests we have not been able to 
accept a single cosmetic making 
specific or implied claims for chloro- 
phyll beyond its use as a coloring 
material.” 


Pre-Shave Products Exempted 
from 20 Per Cent Tax 


Products used before shaving 
with an electric razor are not sub- 
ject to the 20 per cent tax on 
toiletries, according to a recent rul- 
ing by the Deputy Commissioner 
of Internal Revenue. 


Two Final Golf Events Close 
Par Busters’ Season 


The Par Busters, consisting of 
members of the Chicago Perfumery, 
Soap and Extract Assn. and the 
Chicago Drug and Chemical Assn., 
held its final two golf outings of 
the season on August 15 at the 
Elmhurst Country Club, Ill. and 
on September 11 at the Calumet 
Country Club, Homewood, III. 
This year, in addition to the usual 
prizes distributed at the monthly 
outings, four permanent trophies 
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Pierre Harang, vice-president of Houbigant, and Harry Hopman, Australian Davis Cup Cap- 
tain, won the National Senior Tennis Doubles Championship of the U. S. at Longwood Cricket 
Club, Mass., August 24. In the semi-finals they defeated favorites Berkeley Bell and J. 
Gilbert Hall, New York, and later defeated Monte Ganger and John Dorr in the finals. 


were donated, one for each of foun 
golfers. The trophies 
were: the Scotty Fessenden Memo 
rial Trophy, the Michael Francis 
Charley Trophy, the Harry Hol- 
land Trophy, and the Industrial 
Laboratories Publishing Co. 
Trophy. 


( lasses ol 


NYU Course Covers Drugs, 
Cosmetics Marketing 


Marketing of drugs and cosmet- 
ics is covered in a course offered by 
the School of Commerce, Accounts, 
and Finance, New York Univers- 
ity, New York, N. Y. Offered Mon- 
day evenings from 8 to 10 p.m. 
during the fall term starting Sep- 
tember 22, it will deal with mer- 
chandising, including packaging, 
pricing, deals, premiums, channels 
of distribution, dealer relations, 
point-of-sale display, as well as 
legal requirements, sales and ad- 
vertising policies. 


January-June Retail Drug 
Store Sales 5% over 1951 


Estimated retail drug stores’ sales 
for the first six months of 1952 
reached a total of 2 billion, 269 
million dollars, according to the 
monthly retail trade report pub- 
lished by the U. S. Dept. of Com- 
merce, Bureau of the Census. This 
figure represents an increase of 
some five per cent over the same 
period in 1951. Estimated sales of 
all retail drug stores in June were 
two per cent over June of 1951. 
Chain drug stores sales for the first 
six months of 1952 are estimated 
at 354 million dollars. 


American Oil Chemists Society 


to Meet October 20-22 


The American Oil Chemists So- 
ciety will hold its 26th fall meeting 
October 20-22 at the Netherland- 
Plaza Hotel, Cincinnati, Ohio. 
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Where the fresh 

note of Neroli 

is important but 
price is a determining 
factor — use alone 


or with true Neroli. 


$2500 PER POUND 


ROU BECHEZ, Inc. 
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Ungerer’s Twenty-Five Year 
Club Gains New Member 


\lrs. Hazel Fraser Leiste was the 
honor guest at a luncheon of Un 
gerer & Co.'s Twenty-Five Yea 
Club, on August 11, 1952. 

Mr. K. G. Voorhees, president, 
on behalf of the company, pre- 
sented Mrs. Leiste with a suitably 
engraved gold watch in recognition 
of her twenty-five years of loyal and 
faithful service, eighteen of which 
have been spent as his secretary. 

\t the same time, Mr. Voorhees 
announced the preparation of a 
bronze plaque, bearing the likeness 
of W. P. Ungerer, founder and first 
president of the company, on which 
will be inscribed the names of all 
members, past and present, of the 
Twenty-Five Year Club. 

Ihe members were unanimous 
in expressions of regret that F. H. 
Ungerer, chairman of the board of 
directors, was unable to attend the 
luncheon. 

Among those present, in addi 
tion to Mr. Voorhees and Mrs. 
Leiste, were the ofhcers of the com 
pany and the members of the club. 


Proposes Standards for 
Commercial Chlorophyll 


Reference standards and analyti 
cal methods and definitions fo 
commercial chlorophyll prepara 
tions components are urgently 
needed, Dr. James C. Munch, ol 
Strong Cobb & Co., Cleveland, 
Ohio, told the recent centennial 
meeting of the American Pharma- 
ceutical Assn. 


Everyday Chemistry Subject of 
Chemists’ Open Door Meeting 


A symposium on “Everyday 
Chemistry—Cosmetics and House- 
hold Chemicals” will be featured 
at the annual Open Door Dinner- 
Meeting of the Assn. of Consulting 
Chemists and Chemical Engineers, 
Inc. on October 28 at 5 p.m. in 
Hotel Belmont Plaza, New York, 
N.Y. 


BIMS of Boston Completes 1952 
Golf Season with Tournament 


BIMS of Boston wound up its 
1952 season with a tournament on 
September 16 at the Nashua, N.H., 
Country Club. 

Members and guests enjoyed a 
relaxing get-together at the Ded- 
ham Country and Polo Club, West- 
wood, Mass., on August 14. Golfers 
enjoyed themselves on the course 
and later joined on the terraced 
swimming pool. 
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\fter dinner, prizes were awarded 
to Henry C. Milton, American 
Cyanamid Co., John O'Meara, I\ 
ers-Lee Co., C. E. Ingham, Ingham 
Royalty Luggage, E. C. Richardson, 
U. S. Industrial Chemical Co., and 
| a Wright. 
Door prizes were awarded. 


Lever Brothers, Canada, Opens 
New Eastern Headquarters 


\n ultra-modern $600,000 ware- 
house and office of Lever Brothers 
Limited in the Town of Mount 
Royal, Canada, was . officially 


opened September 8. 





Members of the Chicago Perfumery, Soap and Extract Assn. and the Chicago Drug and 
Chemical Assn. have just completed a highly successful golf season. Above, from left to 
right, are S. M. Lind, president of the Chicago Drug and Chemical Assn.; G. H. Stanton, 
golf chairman for that organization; Robert de Lamar, golf chairman for the Chicago Per- 
fumery, Soap and Extract Assn., and C. E. Arch, president of that organization. 


Labeling, Ads to Decide Baby 
Goods Excise Tax Exemption 

Elaborating on the exemption ol 
baby toiletries from the federal ex- 
cise tax, Retailers’ Excise Tax Reg- 
ulation 51, section 320, 50 was re- 
rently amended by the following ad 
dition: 

“Under the specific provisions of 
section 431 of the Revenue Act ol 
1951 the tax does not apply to the 
sale on and after November 1, 1951, 
of lotions, oils, powders, or other ar- 
ticles intended to be used or applied 
only in the care of babies. The de- 
termination of whether toilet arti- 
cles are intended to be used or ap- 
plied only in the care of babies will 
be made only by reference to the 
advertising with respect to, and the 
labeling contained on, the article. 
If an article is advertised and la- 
beled as being for use in the care of 
babies and is not advertised or la- 
beled as usable by persons other 
than babies the article is exempt 
from tax even though the particular 
purchaser buys it for adult use. On 
the other hand, an article which is 
represented by advertising or label- 
ing as fit for adult use, in addition 
to use in the care of babies, will not 
be exempt from tax even though 
sold to a purchaser who intends to 
use the article for baby care.” 





The new building on Ferrie 
street will house the company’s east- 
ern headquarters, including ofhces 
for Quebec, Newfoundland and the 
Maritimes. 

J. C. Lockwood, sales director of 
the Canadian Lever Brothers and 
\. J. Golden outlined advances 
made by the company. 


N.B.B.M.A. Reports June 
Toiletry Receipts Below 51's 

Department store beauty and bar- 
ber receipts in June, 1952 were 
down 3 per cent as compared with 
June, 1951, N.B.B.M.A. reports; de- 
partment store cosmetic sales were 
down 5 per cent; department store 
cosmetic inventories were down 4 
per cent; drug wholesale sales up 5 
per cent; drug wholesale inven- 
tories, up 2 per cent; and retail drug 
stores sales, up 2 per cent. 


New Jersey Turner-Hall Corp. 
Acquires Admiracion Labs. 


The New Jersey Turner-Hall 
Corp., New York, N. Y., has _pur- 
chased Admiracion Laboratories, 
Inc. from Pharmaco, Inc., Kenil- 
worth, N. J. Harry Alexander will 
be sales manager for Admiracion 
in the professional field, Walter S. 
Jenkins will be sales consultant for 
the toiletries division. 
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BENJ. FRENCH, INC. 


A 
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DESCOLLONGES 
PRODUCTS 


TUBEROSE FLEURS 


This warm floral note, power- 
ful and lasting, represents a 
remarkable synthesis of the 
Tuberose flower and is inter- 
esting in many modern compo- 
sitions. 


160 FIFTH AVENUE NEW YORK 10, NEW YORK 








NATURALLY SUPERIOR FOR THE SKIN & HAIR 


Yes, the AMERCHOLS ARE NATURALLY different, and 
NATURALLY better for the skin and hair too. They represent 
cholesterol in its most active and efficient form. 


The AMERCHOLS are Natural non-ionic surfactants which 
we isolate in purified form from animal tissues. The 
AMERCHOLS are stable in the presents of acids, alkalies 
and most drugs and we know of no case of an allergy 
due to an AMERCHOL. 


For superior products try our AMERCHOL L-IOI. It it a high- 
ly effective liquid cholesterol emulsifier, emollient and 


Our research laboratories are available to you for advice and in- 
formation on formulation. 


Write for technical literature. 
AMERICAN CHOLESTEROL PRODUCTS, INC. 
MILLTOWN e NEW JERSEY 
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FTC Charges Claims that Germs 
Cause Dandruff without Proof 


[he FTC, in a complaint against 
a New York, N.Y., distributor of 
hair tonic, contends that it has not 
been scientifically accepted that 
germs cause dandruff, the N.B.B. 
M.A. reports. The complaint 
charges that the company mislead 
ingly represented: 


1. That its hair tonic removes the 
cause of dandruff, itchy scalp and 
falling hair and cures these con- 
ditions; 


Chat it stimulates the scalp and 
awakens the blood flow, 
ishes the hair 
healthy han 
healthy scalp; 


nour- 
roots, promotes 
growth and a 


That its antiseptic action re 
moves dandruff flakes; 

That no other hair tonic on the 
market provides the benefits of 
promoting healthy hair growth, 
preventing falling hait or, 
through antiseptic action, re 
moving dandruff flakes; 

That barbers by reason of their 
training are capable of diagnos- 
ing and treating diseased condi 
tions of the hair and scalp and 
effectively use the company’s hair 
tonic in the treatment of dan- 
druff, falling hair and other hair 
and scalp conditions. 


With regard to the company’s 
claim that its hair tonic “destroys 
dandruff germs* on contact” 
*Pityrosporum ovale, which many 
authorities recognize as the cause of 
infectious dandruff,” the F.T.C. 
complaint states: 


“It has not been scientifically ac- 
cepted that germs cause dandruff 
and the antiseptic action of re- 
spondents’ preparation in pre- 
venting the growth of pityros- 
porum ovale germs will not in all 
cases or in a large number of 
cases prevent or cure dandruff.” 


As to the company’s claim that its 
hair tonic’s “antiseptic action in- 
stantly removes ugly dandruff 
flakes,” the F.T.C. complaint says 
“There is no connection between 
the antiseptic action of respondent's 
preparation and its solvent action 
on dandruff flakes. 


In the advertisements of its hair 
tonic, the company stated: “For hair 
and scalp care you can depend on 
your barber’s recommendation. 
Your barber is trained in hair and 
scalp care and qualified to advise 
you. So, if you happen to be trou- 
bled with dandruff, falling hair, or 
some other hair problem, as so many 
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men are, remember to consult your 
barber.” As to this statement, the 
F.T.C. complaint alleges that “Bar- 
bers are not trained as dermatol- 
ogists and are not qualified for or 
capable of diagnosing or treating 
diseased conditions of the hair and 
scalp.” 


Fight years ago, in May 1944, 
F.T.C., by a 3-1 vote, dismissed 
complaint charging “Listerine” 
with misleading representations, in 
stating in advertising that dandruff 
is of an infectious type caused by a 
particular germ (pityrosporum 
ovale), and that “Listerine” is effec 
tive in killing this germ. (See F.T.C. 
Docket 4232.) The F.T.C. proceed- 
ings covered four years and brought 
forth diametrically opposed expert 
testimony from the medical profes- 
sion on the cause of and cure fon 
dandruff. During the trial of 
F.T.C.’s “Listerine”’ = 105 hear- 
ings were held and F.T.C. offered 28 
witnesses in support of the com- 
plaint while “Listerine” submitted 
74 witnesses in opposition. The rec- 
ord of the case covered 7800 pages 
and included 523 exhibits. In the 
“Listerine” case, the U. S. Public 
Health Service recommended an an- 
tiseptic in connection with the 
treatment of dandruff and charac- 
terized dandruff as an infection and 
not as a natural condition. 


According to the opinion filed by 
the then F.T.C Chairman, Robert 
E. Freer, “With few exceptions, the 
testimony both in support of and in 
opposition to the complaint was ad- 
duced by expert witnesses, all well 
qualified by study and experience; 
many of them of outstanding na- 
tional reputation.” According to 
Mr. Freer’s opinion, in general, the 
experts testifying for “Listerine” ex- 
pressed opinions diametrically op- 
posed to the opinions of the experts 
appearing in support of the charges 
of the F.T.C. complaint. 

So that the defense of res adjudi- 
cata could not be raised “to any pro- 
ceeding which the Government 
might decide to institute at some 
future time when and if the medical 
profession learns more about and 
reaches a greater degree of unani- 
mity concerning the cause of and 
cure for dandruff,” F.T.C. dismissed 
the “Listerine” case without preju- 
dice to its right “to institute further 
proceedings should future acts so 
warrant. 

Since the F.T.C. decision in the 
“Listerine”’ case, the reference to the 
dandruff germ has been used in 
connection with the advertising of 
“Listerine.”” Moreover, a dandruff 
treatment put out by a big company 
claims in its labeling that “a com- 


mon cause of dandruff is the germ 
pityrosporum ovale” and states that 
it kills this germ on contact. 

The F.T.C. complaint against the 
hair tonic manufacturer also 
charges that it used the word “free” 
in connection with a combination 
deal sold by it, involving a bottle of 
its shaving lotion given with a bot- 
tle of its hair tonic, when, in fact, 
according to F.T.C., the shaving lo- 
tion is not given free but is only 
distributed in connection with the 
purchase of the hair tonic and its 
price is included in the price of the 
hair tonic. 


How to Increase Fragrance Sales 
Told to Cosmetic Buyers Assn. 


Conditions today within the cos- 
metic industry coupled with the 
country’s general economic condi- 
tions call for a review of the mer- 
chandising scheme, according to 
Mrs. Miriam Gibson French, execu- 
tive director of the Fragrance Foun- 
dation in an address before the cos- 
metic buyers forum at the recent 
meeting of the Philadelphia Cos- 
metic Assn. 

It is time for stronger promotions, 
stronger advertising, stronger sales 
training, not just by the manufac- 
turer but by the retailer as well, she 
stated. Because so many members of 
top management are not thoroughly 
familiar with the selling of beauty 
products it would seem to be the 
responsibility of the buyer and the 
merchandise managers most inter- 
ested to indoctrinate those execu- 
tives who are not informed about 
the conditions and potentials of the 
toilet goods market, she pointed 
out, 

Practical suggestions were given 
by Mrs. French to promote the sale 
of fragrance products at the retail 
level and emphasis was given to an 
appeal to men. 

Concluding the address, Mrs. 
French said: “When the women of 
this country form the fragrance 
habit as they have the lipstick habit, 
they will feel just as undressed with- 
out perfume as they do today with- 
out color on their lips. . Tods Ly 
18 million women in the U. S. use 
lipstick while only 20 million use 
fragrance. Our goal is to have an 
additional 28 million use _ frag- 
rance.”’ 


Twentieth Century Cosmeties and 
Savon Products Change Owners 


A change in ownership and man- 
agement of Twentieth Century 
Cosmetics and Savon Products, 
New York, N. Y. has been an- 
nounced by Joseph F. Smindak and 
John F. Janousek the new owners. 
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Karl H. Mamlok Elected 
NBBMA President 


Karl H. Mamlok, Turner Hall 
Corp., was elected NBBMA _ presi- 
dent at the eleventh annual con- 
vention on August 16 at the Con- 
rad Hilton Hotel, Chicago, II. 

Othe elected include: 
R. R. Hoffman, Revlon Products 
Corp., Ist vice-president; Frank 
Rosendahl, Wella Corp., 2nd vice 
president; C. Van Housen, Scolding 
Locks Corp., 3rd_ vice-president; 
C. O. Long, Emil J. Paidar Co., 
ith vice-president; M. L. Arend, 
Rayette, Inc., 5th vice-president; 
M. C. Fogel, Quality Cosmetics 
Corp., secretary; and H. F. Ber- 
trand, treasurer. 

Directors elected to the NBBMA 
board include: Victor Arnao, Rill- 
ing-Dermetics Co.; A. M. Arthur, 
Bobby Trading Co.; H. D. Bald- 
ridge, Diadem, Inc.; E. J. Breck, 
John H. Breck, Inc.; B. F. Bres- 
lauer, A. Breslauer Co.; W. H. H. 
Davis, Duart Mfg Co., Ltd.; E. A. 
Faust, Paragon Dist. Corp.; Harry 
Fidel, Modecraft Co., Inc., R. L. 
Gelb, Clairol, Inc.; Jule Gordon, 
J. B. Williams Co.; J. F. Gray, Rap- 
idol Dist. Corp.; J. D. Kaufman, 
Sales Affiliates, Inc.; Mrs. M. S. 
Mattson, Beauty Products, Ltd., 


officers 


ONSOLIDATED 


Established 1858 FRUIT JAR CO. | 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : 









HALEDON, PATERSON 


Western Distributor: A. C. Drury & Co., 219 E. North Water St?., Chicago, Ill. 
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SPRINKLER TOPS : 


@PURE WHITE 
@ EXTRA QUALITY | 
@ ABSOLUTELY PURE | 


@ ABOVE U.S.P.. 
STANDARDS 


@ Samples will gladly be sent 
on request—at no obligation 


Serving the Trade for 100 Years 


THEODOR LEONHARD WAX CO., INC. 





J. R. Miller, Middlebrook-Lancas- 
ter, Inc.; P. R. Mulvaney, Vienna 
Beauty Products Co.; Miss Eleano1 
Murphy, Edw. Weck & Co., Inc.; 
Louis Naidech, Nestle-LeMur Co.; 
Sheldon R. Odell, The Odell Co., 
A. S. Posner, Roux Distributing Co. 
F. J. Schaider, J. H. Breck, Inc.; 
P. D. Spaeth, Realistic Co.; R. W. 
Stephan, Stephan Products, Inc.; 
M. J. Suter, The Heckman Co.; 
J. H. Welsh, Lucky Tiger Mfg. Co.; 
and Ira S. Wilson, Hailiwell, Inc. 


Daggett & Ramsdell, Zonite 
Products Sales Forces Merge 


Sales forces of Daggett & Rams- 
dell and Zonite Products, Forhans 
toothpaste and drug products, have 
heen merged. An increase in D&R 
national advertising is anticipated. 
New campaigns are now being pre- 
pared for Elorda cream, and D&R’s 
cold, cleansing and hand creams. 


FTC Investigates Advertised 
Indelible Lipstick Claims 


The Federal ‘Trade Commission 
is surveying advertising claims 
made by 25 manufacturers of in- 
delible lipsticks to find out whether 
the claims can be substantiated and 


to what extent. 


DOSE CAPS 


NEW JERSEY 








Robinson-Wagner Co. Appoints 
Pacific Coast Representative 


Robinson-Wagner Co. Inc., New 
York, N. Y. has appointed the 
McNerney Chemical Co., 2800 EF. 
Eleventh St., Los Angeles, Calif. as 
its Pacific coast sales representative, 
The McNerney Chemical Co. has 
been established for many vears as 
one of the leading distributors o! 
chemicals and related products o1 
the west coast. ‘The Robinson-Wae 
ner Co., producers of lanolin and 
its products is well known through 
out the industry. 


Drug Retailers Discuss Beauty, 
Fragrance Merchandising 


“Merchandising Beauty and Fra 
erance in Chain Drug Stores” is the 
major theme of the annual fall 
business meeting of the Associated 
Chain Drug Stores, scheduled for 
September 21-24 at Hotel New 
Yorker, New York, N. Y. 

Coty’s Jean Despres is the meet 
ing’s general chairman; Davis Fac 
tor is in charge of the first day's 
business session, Walgreen Drug 
Stores’ Max Knight is in charge ol 
the second day’s and Whelan Drug 
Stores’ Leo Bertisch is in charge ol 
the third day’s session. 


How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Nor da ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
LONDON PARIS 
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Cosmetics Exempted from New 
OPS Ceiling Price Rule 


Cosmetic products are not sub- 
ject to the new OPS regulation, 
CPR 161, which must be used to 
determine the ceiling prices of 
many “new” commodities intro- 
duced after September 24, 1952. 


J. I. Poses, Samuel Rubin Named 


First Fellows of Brandeis U. 

Jack I. Poses of D’Orsay and Sam- 
uel Rubin of Faberge have been 
named among the first Fellows of 
Brandeis University, Waltham, 
Mass. Altogether, 41 prominent 
community leaders who have shown 
an interest in the university have 
been accorded that honor. 


Charabot & Cie Establishes 
Branch in the United States 


Charabot & Cie of Grasse, France, 
producers of natural floral prod- 
ucts and essential oils which have 
been well received in the United 
States for many years, have estab- 
lished an American branch in or- 
der to give more complete service 
to the trade. 

A new company, Charabot & Co. 
Inc., has been organized with of- 
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fices at 132 Nassau St., New York, 


38, N.Y. Telephone: REctor 2- 
6999. Maurice G. Couderchet, who 
is well known in this country, is 
president of the new company. Mr. 





Maurice G. Couderchet 
Couderchet who was educated in 
France, has spent practically all of 
his business career in the essential 
oil and aromatic chemical indus- 
try; and, in the years he worked in 
this country, has won a host of 
friends in the perfumery, cosmetic, 
soap and allied industries. 

Charabot & Co. Inc. is the exclu- 
sive distributor in the United 
States, Canada and Mexico for the 
sale of both Charabot and Hugues 
Aine products. 
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Monsanto Chemical Co. Coordi- 
nates Vanillin Production 


Monsanto Chemical Co. is coor- 
dinating vanillin production at its 
new Seattle, Wash., plant and at its 
John F. Queeny plant, St. Louis, 
Mo. The Seattle plant is produc- 
ing semi-refined vanillin from lig- 
nin, which is shipped to St. Louis 
to be refined to the USP product. 


British Dentifrice Producers 
Introduce Chlorophyll 


Chlorophyll is gaining promi- 
nence as a toothpaste ingredient in 
Great Britain. Several manufactur- 
ers have introduced a chlorophyll 
dentifrice, and are giving it major 
promotional support. 

Kolynos recently adopted the in- 
gredient and has launched its big- 
gest campaign in 40 years. Pepso- 
dent has also introduced a chloro- 
phyll toothpaste, Mentasol. 

Those manufacturers who have 
not adopted the ingredient such as 
Colgate, are stepping up their pub- 
licity too, with chlorophyll as the 
disputed factor. A trend to repric- 
ing is anticipated, to encourage re- 
tailers to push specific lines because 
of higher profit margins. 
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OPS Exempts First $25,000 
of New Products’ Sales 


~ 


The first $25,000 sales of a cos- 
metic or chemical specialty which 
a “small” manufacturer did not 
sell or offer for sale before Janu- 
ary 26, 1951, has been exempted 
from price control by OPS Gen- 
eral Overriding Regulation 3, 
Amendment 5. 

Also exempted from price con- 
trols are producers whose 
sales did not exceed $25,000 in thei 
last complete fiscal year prior to 
July 1, 1952. A producer whose 
gross sales are not expected to ex- 
ceed $25,000 during his first fiscal 
year ending after July 1, 1952, be- 
comes subject to price controls. The 
exemption applies to products cov- 
ered by both GCPR and CPR 22. 


gross 


N.B.B.M.A. Board Faces Beauty 


Shop Operators Shortage 


The N.B.B.M.A. Board recently 
held a lengthy discussion on the 
present shortage of operators in 
the beauty shop field. Among the 
suggestions made was one favoring 
the creation of an industry place- 
ment bureau to channel beauty op- 
erators who wish to work part-time 


to establishments — in 
operators. 

Civic Work by Beauty Profession 
Encouraged by Awards 


To encourage everyone in the 
beauty profession to participate ac- 
tively in his own community af- 
fairs, the Caryl Richards annual 
award originated by George Bar- 
rie, president of that concern, is 
again being offered. 

The first award was given to the 
Philadelphia Hairdressers Assn. for 
results accomplished in the psychi- 
atric wards of the Philadelphia 
General Hospital. The association 
in cooperation with women’s clubs, 
donated all materials for setting 
up a beauty parlor and on off days 
operators contributed their serv 
ices. The morale building results 
on women patients proved conclu- 
sively to have definite therapeutic 
value. 

Any information about the co- 
operation of members of the 
beauty profession in local com- 
munity projects, in work done in 
orphanages, institutions for the 
blind etc. should be sent to Earl G. 
Schneidman, 17 East 45 St., New 
York 17, N.Y. for this year’s 
award, 


need of 


National Survey Shows Most 
Popular Children’s Hobbies 


The ten most popular hobbies 
of the nation’s children between 
the ages of 8 and 16 have been an- 
nounced by the American Hobby 
Federation alter a one-year na 
tional study among the 8,414 
hobby clubs of children in the 
U.S.A. The ten top collective and 
creative hobbies are: 1, seals and 
labels; 2, autographs; 3, model 
plane making; 4, woodcraft; 5, in 
sect collecting; 6, stamps; 7, paint 
ing; 8, dolls; 9, photography; and 
10, model railroading. 


Most Cosmetics Manufacturers 
Answering FTC Queries 


The “big majority’ of cosmetics 
manufacturers who have been re 
quested to submit sales plans and 
polic ies to the FTC’s Division of 
Trade Practice Conferences have 
responded and have answered fol- 
low up queries about details of 
their plans, according to Allen C, 
Phelps, chief of the division. The 
FTC is said to have sent out about 
125 letters to manufacturers, asking 
them to submit sales plans and poli- 
cies to the division. 
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_ for UNIFORM PURITY 
| UNIFORM TEXTURE 
UNIFORM WHITENESS 


Experimental data and prac- 


tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 


compounds are at your service without cost or 


obligation. Write about your beeswax problems to 


WILL & BAUMER CANDLE CO., INC., Syracuse, 


SST er] 
Ter baton 


N. Y. Est. 1855 


Spermaceti—Ceresine —Red Oil—Yellow Beeswax —Composition 


Waxes — Stearic Acid — Hydistear 


The American Perfumer 





Archer-Daniels-Midland Co. 
Launches Chlorophyll Program 


\ comprehensive program em- 
bracing laboratory research, chem- 
urgi development and production 
engineering that will raise chloro- 


Thomas L. Daniels 


phyll to the level of a major indus- 
trial and pharmaceutical raw ma- 
terial, has been launched by the 
Archer-Daniels-Midland Co.,  ac- 
cording to Thomas L. Daniels, com- 
pany president. 

ADM recently acquired facilities 
of Chlorophyll, Inc., of Neodesha, 
Kansas, and Keystone Chemurgic 
of Bethlehem, Pennsylvania, each 
of which is a major factor in the 
production of raw chlorophyll. 


Archer-Daniels-Midland’s ex- 
panded chlorophyll program is di- 
rected by vice- president Erwin A. 
Olson and - rations are headed 
by Donald G. Carpenter, recently 
appointed manager of ADM’s chlo- 
rophyll division. 

ADM has engaged the exclusive 
services of Dr. Henning von Do- 
beneck and his staff at the Vero- 
phyll Laboratories with headquar- 
ters at Liechtenstein, and research 
facilities at Munich. In this coun- 
try, special laboratory projects will 
be conducted in part at the Beth- 
lehem, Pennsylvania facilities of 
\DM’s chlorophyll division. 

\t the extraction level, engineers 
at ADM’s solvent extraction plant 
at Mankato, Minn. are working on 
methods for adapting proven pro- 
duction techniques to increasing 
the yield of hooey Linking 
these extraction facilities to the 
processing capacity of the Neode- 
sha, Kansas plant is asserted to 
make ADM by far the largest pro- 
ducer of chlorophyll in the world, 
with a capacity able not only to 
satisfy present mi irket demands but 
to promise a stable supply of high 
grade chlorophyll for new uses, 
which their laboratories contem- 
plate. 

To assist industry in the more ef- 


fective use ol chlorophyll, ADM 
has established a Technical Devel- 
opment Service with headquarters 
at Minneapolis under the direction 
of August J. Buzas, technical direc- 
tor of ADM’s chlorophyll division. 

Charles Bowman and Company 


Donald G. Carpenter 


and R. W. Greeff and Company, 
Inc. will be sales agents for ADM’s 
chlorophyll production. 


Mich. Chemical, Allied Indus- 
tries Assn. Fourth Golf Outing 


The Chemical and Allied Indus- 
tries Assn. of Michigan held its 
fourth 1952 golf outing on August 
19. 


Fcasons Why PLYMOUTH 


ZINC STEARATE U. S. P. 
IS BEST FOR DRUGS AND COSMETICS 


1. Backed by the longest commercial Stearate manu- 5. 


facturing experience in America 
Inc. offer you this new product as the finest 
Zinc Stearate that can be made. 


Plymouth, 


M,. W. Parsons- 


enables your face powder to retain the same 
odor that you give it. 


6. A smooth, light, fluffy texture has been finally and 


definitely achieved. 


599 +~=BEEKMAN 
NEW YORK, N. Y., U.S.A. 


complete 
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2. Years of research have made possible a particularly 
white product. 


. developed over 
. have made it 


3. Special production methods. . 
more than a quarter of a century . 


ODORLESS 


4. It will not develop offensive odors even if kept for 
a long period. 


line of 


Cosmetic 


7. Tested independently it shows the following results: 
ARSENIC (Guizeit and Spectrographic Test) . . . Not 
Found. LEAD (Spectrographic Determination) .. . 1.7 
parts per million. 


8. The reputation and record of M. W. Parsons-Plym- 
outh, Inc., assure you of Uniformity in all shipments 


We also manufacture a superlative grade of PLYMOUTH MAGNESIUM STEARATE 


M. W. PARSONS-PLYMOUTH, Inc. 


Telephone BEEKMAN 3-3162—3163—3164 


Cable Address: PARSONOILS, NEW YORK 


Raw Materials 
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Expert on Chlorophyllin Use 
Speaks Before Chicago SCC 


Dr. G. W. Rapp, professor of bio- 
chemistry and physiology, and di- 
rector of the Department of Re- 
search, Loyola University, was guest 
speaker at the September 9 meeting 
of the Chicago chapter of the So- 
ciety of Cosmetic Chemists, held in 
Henrici’s Restaurant, Merchandise 
Mart. Dr. Rapp has been active in 
the development of methods for 
evaluation of chlorophyllins in den- 
tifrices and other oral products. 


N. Y. U. Course on Aromatics 
Starts September 22 


The course on Aromatics: Per- 
fume and Flavor Evaluation con- 
ducted by Samuel Klein at the 
Washington Square branch of New 
York University will resume for the 
Fall semester September 22. The 
class meets Monday evenings from 
8:10 to 9:55 p.m. Enrollment is 
limited to 25 students. Laboratory 
work is included. Among the guest 
speakers who will lecture during 
the semester are Fred J. Triest, 
John Wenneis, Dr. Kurt Kulka and 
Ernest Shiftan. Full details about 
the course may be had from the 
Registrar of the University, 3 Wash- 


Aromatic Chemicals | 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline 
Ethyl Anthranilate e 


Skatol 
Linalyl Anthranilate e 


Isobutyl Quinoline 
Buty! Anthranilate 


Linalyl Ilsobutyrate 


ington Square, North, New York 3, 


aN. 


Chemical Society Offers Unique 
Plant Colloid Symposium 


Organization of what is claimed 
to be the first symposium on nat- 
ural plant type of colloids ever un- 
dertaken in this country has been 
completed by Leonard Stoloff, re- 
search director of the Seaplant 
Chemical Corp. Scheduled as a 
part of the program of the Amer- 
ican Chemical Society’s semi-annual 
meeting in Atlantic City, Septem- 
ber 14-19, the “Symposium on Nat- 
ural Plant Hydrocolloids” is being 
sponsored by two divisions of the 
society: the Division of Colloid 
Chemistry and the Division of Agri- 
cultural and Food Chemistry. 

The symposium program, which 
will occupy all day September 18 
and the morning of the next day, 
will be conducted under the chair- 
manship of Mr. Stoloff and his co- 
chairman, Z. I. Kertesz of the New 
York Agricultural Experimental 
Station, and will include all the hy- 
drocolloids of major commercial 
significance: pectin, agar, gum ara- 
bic, locust bean gum, irish moss ex- 
tractives, gum Karaya and traga- 
canth. 


Empire State Cosmetic Assn. 
Holds Seventh Annual Show 


A substantial volume of Christ 
mas business was placed by retailers 
from all parts of upstate New York 
at the seventh annual show of the 
Empire State Cosmetic Assn. at 
Hotel Statler, Buffalo, N. Y., Sep- 
tember 2-5. This was the first time 
the exhibit was conducted in Buf- 
falo, previous shows having been 
held in Syracuse. 

The association elected the fol- 
lowing officers: president, Norman 
Godbout; vice-president, Clifford 
W. Westley; secretary-treasurer, 
Leo Krass. The retiring president 
is Arthur Moat. 


Temple University Students 
Complete Sampling Study 


A recently completed sampling 
study of the buying habits of Phila- 
delphia families, conducted by stu- 
dents of the Market Research class 
of Temple University, revealed that 
98 per cent of the women inter- 
viewed said that they purchased a 
special face soap. According to the 
study, 78 per cent of the women 
used an underarm deodorant and 
31 per cent purchased home per- 
manent wave kits. 
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Norda scents make sales. Write today, 


right away, for free samples and catalogue. 
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DCAT Executive Committee to 
Be Elected at Annual Meeting 


The DCAT annual meeting at 
Pocono Manor, Pa., will feature a 
business session on September 26. 
At that time, the annual reports 
of officers and committee chairmen 
will be presented and a new Execu- 
tive Committee elected. 


American Alcolac Corp. Estab- 
lishes Two New Sales Offices 


The American Alcolac Corp., 
producers of fatty alcohol sulfate 
detergents, has established two na- 
tional sales districts. The New York 
office will be managed by Wiley J. 
Pickett, the Chicago office by Al- 
fred A. Michaud. New offices and 
warehouse facilities have been 
opened in Montreal. 


Survey Shows Prom in Second 
Place Among Home Permanents 


Prom Home Permanent, a prod- 
uct of the Gillette Co., has moved 
up to second place among all home 
permanent brands, according to 
survey statistics furnished by the 
Market Research Corp. of America. 

First of the - self-neutralizing 


MERO&BOYVEAU 


Wildroot Co. Appoints D. J. 
Atkinson, E. G. Gundlach 


In a recent move to expand re- 
search facilities, the Wildroot Co., 
Buffalo, N.Y., has appointed Don- 





Dr. E. G. Gundlach 


ald J. Atkinson and Emanuel G. 
Gundlach to new positions of re- 
sponsibility. 

Mr. Atkinson was appointed di- 
rector of market research. A grad- 


home permanent brands, Prom was 
introduced nationally last August 
and is currently celebrating its first 
anniversary. During the past 12 
months, according to Joseph T. 


uate of Syracuse University, he has 
been with Wildroot for seven years. 

Dr. Gundlach is now director of 
technical research. He will super- 
vise Wildroot’s new chemical re- 
search laboratory which has been 





Donald J. Atkinson 


expanded to five times its former 
capacity and includes an increased 
staff of technical personnel. It was 
Dr. Gundlach who developed the 
formula for Wildroot Cream-Oil. 





Lewis, well over 5,000,000 Prom kits 
have been used in the United 
States. The product now also is be- 
ing sold in Canada and Great Bri- 
tain. 


Dect AGNESIUM STEARATE U.S.P. 


TO ZINC— 


BENARD & HONNORAT, Succh*» 


a a oe AROMAT I 


for baby powders, body powders, face powders 7 


“The Talc House” 


Whittaker +905 Magnesium Stearate 
U.S.P., an outstanding product, exacting 
uniformity for cosmetics, tablet binding, 
chemical and pharmaceutical manufacturing 


ZINC STEARATE 


Whittaker has a grade for every cos- 
metic and drug manufacturing for- 


mulation 
TALCS 


THOMASSET CERTIFIED 
COSMETIC COLORS 


SPECIAL #900 
POWDER BASE 


W/ HITTAKER 
f )6(CLARK & 


DANIELS, INc. eR 


260 West Broadway 
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Beauty Items Big Supermarket 
Sellers Says Look Editor 


Beauty and health items are cur- 
rently carried in 90 per cent of self- 
service stores, according to Lucia 
Foreman, Look merchandise edi- 
tor, in an address at a meeting of 
Operations Inc., grocery wholesale 
group. These outlets account for 
about one-third of the sales of pop- 
ular, fast-moving national brand 
items, she asserted. 

“Supers are selling an average of 
200 to 250 health and beauty 
items,” she continued. ‘“Those best 
known to the public are the fastest 
sellers. Their volume this year in 
food stores will amount to about 
$300,000,000 or 2 per cent of gross 
volume. 

She predicted that supermarkets 
would cash in on the nation’s 
growing a tug ee and increasing 
average family income as well as 
profit by factors that made “im- 
pulse buying” a more important 
factor in shopping habits. 

She attributed the importance of 
impulse buying to the fact that 
with more married women work- 
ing today than at even the peak of 
World War II—10,200,000, or 27 
per cent—families tend to shop en 


t 


Canadian Fir Needle Oil J.S. 


Guaranteed Pure—Highest Quality 
An excellent base for 
PINE NEEDLE ODOURS 


for soaps, bath oils, bath salts and 
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other cosmetic preparations 


masse on “the day off,” swelling 
traffic volume in the stores. 

Also, she concluded, supermar- 
kets are drawing more business be- 
cause they cater to a greater vari- 
ety of ages in the products they 
offer. 


Toni Officially Opens New 
Research Laboratories 


Toni Co. opened its new Mer- 
chandise Mart (Chicago) research 
laboratories, claimed to be the larg- 
est in the world devoted to the 
study of cosmetic products for use 
on human hair and skin, on Aug- 
ust 26. More than 150 scientists and 
educators participated in the cere- 
monies. The new Toni laboratories 
occupy 10,000 square feet of space 
adjacent to the company’s execu- 
tive offices. They replace one group 
of laboratories which had been lo- 
cated at 330 East Grand Avenue, 
Chicago, They provide 50 per cent 
more space and are air-conditioned. 


Noxzema Sales Expected to 


Exceed $7,000,000 in 1952 


Noxzema sales are expected to 
exceed $7,000,000 this year, com- 
pared to $6,600,000 in 1951. 







(LIPSTICKS 
» MASCARA 


Contract with Exclusive Con- 
cessions Ruled Illegal 


A sales agreement between a 
seller of jewelry and an operator of 
a chain of retail stores has been 
declared illegal and unenforceable 
by the New York Federal District 
Court on the basis that the seller 
orally represented to the chain op- 
erator that certain concessions 
would not be available to compet- 
ing customers, and actually did not 
make such concessions available to 
the competitors. 


Drugstore Self-Service Display 
Seen Almost Doubling Sales 


Installation of a self-service type 
open display fixture in a drug store 
can almost double the sales of 
items shown, tests conducted by 
Cook, Everett & Pennell of Port- 
land, Me., indicate. 


W. C. Hardesty Co. Completes 

Canadian Hydrogenation Plant 
The first plant in Canada for the 

production of hydrogenated fatty 


acids and glycerides in the inedible 
field, a $100,000 enterprise by 


W. C. Hardesty Co. has just been 
completed at New Toronto, Ont. 
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Among Our Friends 


JOHN A. ROOSEVELT, presi- 
dent of Ferd. Mulhens Inc., New 
York, N. Y., youngest son of the late 
President Franklin D. Roosevelt, is 
receiving the congratulations of 
friends in the industry on the arri- 
val of a daughter recently. 


CHARLES 8S. GAGE, vice-presi 
dent of Lentheric, Inc. has been 
elected president, effective at once. 


JOSEPH A. DANILEK, presi 
dent of Mary Chess, and PIERRE 
HARANG, Houbigant president, 
plaved in the recent United States 
Veteran’s National Championship 
lennis Tournament. 


H. S. COTTRELL, associated 
with Innis, Speiden & Co., New 
York, for 31 years, retired Sept. 1. 


PAUL DAMON LITTLEFIELD 
has been appointed assistant to the 
president and budget director of 
Coty. 


FREDERIC M. HADLEY, treas- 
urer of Eli Lilly & Co., Indianapolis, 
will serve as chairman of a special 
industry conference of controllers of 





companies in the drug, cosmetic 
and soap fields at the 21st annual 
meeting of the Controllers Insti- 
tute, October 5-8, in Detroit. 


DONALD H. STILLMAN has 
been appointed assistant sales man- 
ager in charge of coordinating 
Tussy operations and sales between 
the New York Office and the fac- 
tories in Bloomfield, N. ]., and 
Lincoln, Ill. Mr. Stillman rejoins 
the Tussy organization after an ab- 
sence of tour years. 


DR. WESLEY S. COE has been 
named assistant factory manager of 
the Naugatuck, Conn., plant of 
Naugatuck Chemical Div., United 
States Rubber Co. Prior to the ap- 
pointment he had been chemical 
production superintendent and as- 
sistant to the factory manager. 
HERBERT SCULLIN has been 
named to succeed Dr. Coe as chem- 
ical production superintendent. 


STANLEY J. SMITH, is Texas 
representative for the Drug and De- 
partment Store Division of the Al- 
len B. Wrisley Co. H. T. PATTER- 
SON, Rocky Mountain area repre- 
sentative, has been appointed Los 
Angeles representative. 


DAVIS FACTOR, chairman of 
the board of Max Factor & Co., 
and president of the T.G.A., flew 
to New York August 23 to attend 
the final planning sessions for the 
national Fall business meeting of 
the Associated Chain Drug Stores 
on September 21-24 at the Hotel 
New Yorker. 


RICHARD FRASCATI, son of 
DR. A. T. FRASCATI, Perfumery 
Associates, New York, N.Y. is re- 
ceiving the congratulations of his 
host of friends on the arrival of a 
daughter Rosalinda. Mr. Frascati 
is also father of a son. 


H. T. GEORGI has been pro- 
moted to sales manager of Houbi- 
gant Sales Corp. 


IRWIN W. HOFF has been ap- 
pointed advertising manager of 
the Colgate-Palmolive-Peet Co. 


JOHN W. STRAUS, Macy’s de- 
partment manager of drugs and 
prescriptions, now also heads 
the cosmetics and perfumes de- 
partment; MISS REBA YAR- 
BROUGH has been appointed as- 
sociate department manager for 
cosmetics and perfumes. 


safeguard your emulsions with 


VEEGUM 


Protect emulsions from separation with the same agent used to 
control viscosity. Wery small amounts of Veegum are extremely 
effective in stabilizing emulsions prepared with non-ionic and 
anionic surface agents. Less than 1% Veegum will permanently 
stabilize many types of emulsions containing oils, fats, and waxes. 
Veegum also effectively stabilizes liquid emulsions containing 
significant amounts of electrolyte. 


As a thickener, Veegum is white, opaque, non-tacky, and non- 
gelatinous when dispersed in water. Its unique action of thicken- 
ing with heat maintains product consistency at higher than normal 
temperatures. 


Veegum is non-toxic and non-irritating. It is highly purified 
Colloidal Magnesium Aluminum Silicate. Use Veegum for im- 
proved emulsification, suspension, and thickening. 


Our expanded plant is now supplying Veegum to meet the steadily 
increasing demands of the cosmetic industry. May we serve you 
and your product? Write today for the complete Veegum Story. 


R.T. VANDERBILT CO. 





SPECIALTIES DEPARTMENT 

r---- 230 PARK AVE., NEW YORK 17, N. Y.----+ 
+ (© Please send Veegum Bulletins A110 and A41. 

' (C) Please send sample of Veegum. 

‘ ' 
i A ihiicbadtliiascigssiichesaidealiale Milica emisthibatpidaitleiial i 
Disa cides nds naan ‘ 
i (Please attach to, or write on, your company letterhead) { 
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ALBERT ANTHONY STASSE, 
son of ALBERT STASSE of the 
Stassel Co., New York, N.Y. who 
was graduated from Lehigh Uni- 
versity last February with the de- 
eree of B.S. is now in the Officers 
Candidate School of the U. S. Air 
Force. 


F. A. S. WOOD, president of 
Croda, Inc., is making his annual 
visit to Croda, Ltd. in England. He 
also expects to visit business friends 
in France, Germany and other con- 
tinental countries. 


MARCEL BERGERON became 
the 53rd member of the George 
Lueders & Co. Twenty-five Year 
Club on August 21. He is in charge 
of the manufacture of perfume 
compounds and flavors in Canada. 
F. J. LUEDERS, president of the 
concern, went to Montreal to be 
present at the dinner tendered Mr. 
Bergeron in honor of the occasion. 


MICHEL of Helena Rubinstein 
will return from his visit to Paris, 
where he is covering the Fall col- 
lections of leading French design- 


ers, on September 21. He will make 


personal visits to his Chicago, Bos- 
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ton, Washington and Atlanta sa- 
lons. 


FRANCES P. SOBOL, has been 
promoted to director of store acti- 
vities and services of the Erno 
Laszlo Co. 


MISS RAY WALLACE, Prince 
Matchabelli, Inc., has been pro- 
moted to supervisor of retail sales 
personnel. 


JACK B. MIER, Max Factor & 
Co. vice-president in charge of for- 
eign sales, is on an eight-months’ 
around the world business trip. 


JAMES R. DUNCAN has been 
appointed controller of Park & Til- 
ford. He is also controller for Park 
& Tilford Distillers Corp., the par- 
ent company. 


ARNOLD A. COPELAND has 
been appointed Christian Dior 
Perfumes Corp. sales representa- 
tive for Ill., Ind., Ohio, Ia., Mich., 
Minn., Neb., Wis., and the Dako- 
tas. WILLIAM R. MATTHEWS 
has been appointed sales represen- 
tative for Ark., Kan., La., Mo., 
Okla., and Texas. 





ARTHUR PAUL KREBEL has 
succeeded Dr. I. V. GILES as chief 
chemist of The Barbasol Co., Indi- 
anapolis, Ind. 


DR. JULIUS SAFRIN has estab 
lished Fine Aromatics Inc. at 76-04 
37th Road, Jackson Heights, N.Y. 


EDWARD P. BOTSFORD, for- 
merly with Carr-Lowrey Glass Co., 
will represent Wolff Freres, per- 
fume, cologne and toiletries manu- 
facturer, on the west coast. He will 
make his headquarters in San Fran- 
cisco, 


CHARLES A. KRIEGER has 
been appointed director of pur- 
chases for Sharp & Dohme, Inc., 
Philadelphia, Pa. 


JOHN P. SUTHERLAND has 
been appointed district manage 
for Dermetics in Ohio, W. Va., 
Ky., and Mich.; MISS VIVIENNE 
MANGERIE will be his assistant. 
GEORGE W. SHEPLEE has been 
appointed district manager for 
New England and most of the East 
Coast; JOHN F. McTIGUE has 
been appointed district manage1 
for seven of the middle and far 
western states. 


How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
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PHILIP CORTNEY, president 
of Coty International, Inc. gave an 
exceedingly interesting and inform- 
ative address on “Secrets of Ameri- 
can Capitalism” before the Societe 
Ingenieurs Civils de France in 
Paris, last June. The address was 
so well considered that it was trans- 
lated and reprinted in full by the 
Commercial & Financial Chronicle 
some weeks later. It has since been 
reprinted in pamphlet form. 


GERARD J. DANCO, head of 
the company which bears his name 
has been appointed chairman of 
the Cosmetics Division in the 1952 
fund raising drive of the Travelers 
Aid Society. 


GEOFFREY SMITH has been 
appointed Helena Rubinstein dis- 
trict manager in New York City, 
covering the New England states, 
New York metropolitan area, and 
Philadelphia. 


Obituary 
Elizabeth M. Ogilvie 


Elizabeth M. Ogilvie, 73, died re- 
cently in Miami, Fla. She was one 
























NOW AVAILABLE 


CERAMOL 


Brand of 
CERA EMULSIFICANS 


WATER-EMULSIFIABLE WAX 


CERAMOL is an 


smooth wax made of higher alco- 


ivory-white, 


hols and higher alcohol sulfates. 
It produces extremely stable oil- 
in-water emulsions with inexpen- 
sive oils either with or without 
lanolin. These emulsions are even 
stable to acids, alkalis, and metal 
salts. They can be produced over 
a wide viscosity range by simple 


agitation. 





CERAMOL is safe to use. 
It is not an irritant on 
human skin. On _ the 
contrary, it possesses 
useful emollient proper- 
ties and is dermatologi- 
cally innocuous.* 









*Write for samples and 
technical bulletin 309 on 
applications and suggested 
formulas. 
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of the seven sisters who originated 
the Ogilvie method of hair and 
scalp treatments. 


James J. O’Shea 


James J. O’Shea, vice president 
and sales manager of the Alsop En- 
gineering Corp., Milldale, Conn., 
died August 19 after a brief illness. 
Mr. O'Shea, a pioneer in the field 
of industrial mixing and agitation, 
had been with the Alsop Engineer- 
ing Corp. for 18 years. 

He was born in Ireland, and 
came to the United States when he 
was 16 years old. During World 
War I he served two years in the 
Army and saw service at Chateau 
Thierry, Aisne, Marne, Meuse-Ar- 
gonnes and St. Mihiel. He joined 
Alsop Engineering Corp. in 1934 
and worked in the developing of 
new types of chemical and indus- 
trial agitators and mixers. 

One of his developments was an 
agitator unit for the electro plating 
process. It was widely used during 
World War II in the electro plat- 
ing of bearings for aircraft engines. 

He was a member of the Ex- 
change Club, the Chamber of Com- 
merce, the Hartford branch of the 
American Electro Platers Society, 


Gives extreme- 
ly stable O/W 


emulsions for 


Vanishing Creams 
Depilatory Creams 
Foundation Creams 
Cleansing Creams 
Cream Shampoos 
Medicated 
Ointments 
Ointment Bases 
and other 
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Immediate Delivery 


DECORATIVE LABELS ® GOLD CORD ®@ SCREENING 
@ GOLD AND SILVER STAMPING @ 


the Southington Country Club, the 
Second Indian Head Division As- 
sociation of World War I of Cam- 
den, N.J., the American Legion, 
and the Benevolent and Protective 
Order of Elks. 

Newell Neidlinger 

Newell Neidlinger, a vice presi- 
dent of Peerless Tube Co., died at 
his home, 52 North Arlington Ave- 
nue, East Orange, N.J. August 11 
at the age of 52 years. 

A former Yale football star, Mr. 
Neidlinger was widely known in 
the collapsible tube industry. He 
was graduated from Phillips An- 
dover Academy in 1920 and was a 
member of the Class of 1924 at Yale 
University. Nicknamed “Flash” by 
his team-mates, he won his letter 
as a backfield man on the 1921 and 
1922 teams. He was a member of 
the undefeated, untied eleven of 
1923. 

After he was graduated from 
Yale, Mr. Neidlinger spent two 
years at sea and then worked as a 
salesman before joining Peerless 
Tube Co. 

Surviving are his wife, Mrs. 
Nancy Neidlinger, a brother Lloyd, 
dean of Dartmouth College, and a 
sister. 
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IDEAL PACKAGES 
For Christmas and All Year ‘Round Gifts 
FRENCH IMPORTED GLASS STOPPER BOTTLES 
Boxes Obtainable in a Variety of Lovely Colors 
ALL ITEMS ILLUSTRATED ARE AVAILABLE FROM STOCK 


SIZE RANGE—1 Dr. to 1 oz. 


Rubber and Polythene Plugs to Prevent Evaporation and Leakage 


STASSAL COMPANY, INC. 


261 Fifth Avenue 
(A Management Serving the Industry Since 1929) 


New York 16, N. Y. 
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elected Book List 


THE ESSENTIAL OILS, VOL. |. By Ernest Guenther, Ph.D. Covers 
(1) The Origin and Development of the Essential Oil Industry; 
2) The Chemistry and Function of Essential Oils in Plant Life; 
(3) The Products of Essential Oils: Methods of Distillation, 
Enfleurage, Maceration and Extraction with Volatile Solvents: 
(a) Distillation of Essential Oils, (b) Natural Flower Oils, 
c) Concentrated, Terpenless and Sesquiterpenless Oils; (4) The 
Examination and Analysis of Essential Oils, Synthetics and 
Isolates. Indispensable for up-to-date information on the chem- 
istry, production, and analysis of essential oils. 448 pp. $6.50 
postpaid. 


THE ESSENTIAL OILS, VOL. Il. By Ernest Guenther, Ph.D. This 
second volume gives data on several hundred _ of the 
more important constituents of essential oils. Describes the struc- 
tural formulas, occurence, methods of isolation and identifica- 
tion, the physico-che mical properties of these compounds. Es- 
sential oil constituents grouped according to the class : com- 
pound to which they belong: Hydrocarbons, Alcohols, Esters, 
Kezones, Lactones, etc. Maison G. De Navarre says: “In no 
other work is the treatment of essential oil constituents so com- 
plete and up-to-date.” 852 pages, illustrated and indexed. 
$12.00 postpaid. 


THE ESSENTIAL OILS, VOL. Il. By Ernest Guenther, Ph.D. First of 
the monograph series, describing the oils of the plant families 
Rutaceae (w ith speciz al emphasis on the very import int citrus 
oils) and Labiatae. Discusses individual oils, their botanical and 
geographical origin, methods of cultivation. Techniques of dis- 
tillation and yield of oil, their physico-chemical properties, 
chemical composition, total production, and uses in industry. 
Author has integrated results of field work, laboratory, and 
literature. Work of hundreds of prominent scientists has been 
carefully screened and edited for your use in this outstanding 
series. 777 pages, illustrated and indexed. $12.00 postpaid. 


THE ESSENTIAL OILS, VOL. IV. By Ernest Guenther, Ph.D. In 
continuing the series on “The Essential Oils,” the present book 
consists of monographs on individual oils arranged according 
to a botanical system, six families of which are covered by the 
present volume. In addition, a number of chapters have ‘been 
written by specialists in their field. Each monograph is an en- 
cyclopedia on the subject, dealing “on every scientific, eco- 
nomic and political aspect associated with the oil. You'll want 
this latest volume of this important series. 752 pages, illustrated 
and indexed. $12.00 postpaid. 

THE ESSENTIAL OILS, VOL. V. By Ernest Guenther, Ph.D. Like 
Volumes II & IV, this volume is devoted to the production, 
physiochemical, chemical composition, and uses of individual 
essential oils. Arranged in order of the botanical families to 
which the corresponding plants belong, the oils tested in this 
volume are of great importance to the flavor chemist. 507 pages 
illustrated and indexed. $9.75 postpaid. 


THE ESSENTIAL OILS, VOL. VI. By Ernest Guenther, Ph.D. This is 
the final volume in Dr. Guenther’s series. Composed of mono- 
graphs of interest to the pharmaceutical, flavor, and perfume 
industries, it features wintergreen, sweet birch, valerian, mus- 
tard, onion, hops, etc. It also deals with pine oils and turpen- 
tine. A table showing the taxonomic classification of all the es- 





sential oils described in all six volumes is included at the close 
of this volume. 481 pages, illustrated and indexed. $9.75 postpaid, 


SYNTHETIC FOOD ADJUNCTS. By Morris B. Jacobs, Senior Chemist, 
Chief of the Chemical Bureau of Foods & Drugs, Dept. of 
Health, City of New York. Comprehensive handbook of in- 
formation needed to make and use the colors, flavors and other 
synthetic adjuncts employed in the food industries. Full direc- 
tions for their mixing, blending and formulation from the many 
hundreds of individual chemical compounds that enter into food 
production—including flavoring substances, coloring matters, 
vitamins, vitagens, preservatives, antioxidants, stabilizers, emul- 
sifiers, etc. 335 pages. $6.25 postpaid. 


PERFUMERY SYNTHETICS AND ISOLATES. By Paul Z. Bedoukian, 
Ph.D. This carefully complied volume supplies a genuinely felt 
want for authoritative data on perfumery synthetics. The ‘work 
contains the history, chemistry, physical and chemical prop- 
erties, manufacture, uses, and othe ‘Tr pe rtinent data of the prin- 
cipal perfumery compounds; and covers the important per- 
fumery synthetics. A complete index adds to the value of this 
useful book. 488 pages, $8.50 postpaid. 


MODERN COSMETICOLOGY. By Ralph G. Harry, Partial contents: 
Emulsions, Cleansing Creams, Milks and Lotions. Acid Creams, 
Face Packs and Masks, Mud Creams, Vanishing Creams, 
Powder Creams, Lubricating Creams. Astringents and Skin 
Tonics. Lipstick. Make-up. Face Powders. Sunburn and Suntan 
Preparations. Deodorants. Depilatories. Antioxidants. Bath 
Preparations. Bath Oils and Emulsions. Foam Baths. Hand 
Creams and Lotions. Dental Preparations. Mouthwashes. Shav- 
ing Preparations. Hair Tonics and Lotions. Hair Creams and 
Fixatives. Permanent Waving Solutions. Hair Setting Lotions 
and Hair Lacquers. Hair Shampoos and Soapless Detergents. 
Manicure Preparations. Eye Lotions. Baby Preparations. Foot 
Preparations. Insect-Bite Pre ‘parations. Humectants. Acne Pre p- 
arations. Coloring of Cosmetic and Toilet Preparations. 514 
pp. $12.00 postpz uid. 

MODERN COSMETICS. By E. G. Thomssen. Contents: Cosmetic 
Classification, Face Powder, Creams, Lotions, Deodorants, Bath 
Preparations, Make- -up Preparations, Rouges, Eye Preparations, 
Lipsticks, Suntan Preparations, Hair Pre pé arations, Hair Waving 
Preparations, Shaving Media, Dentifrices, Miscellaneous Cos- 
metics, Perfumes, Machinery and E squipment for Cosmetics, 
— aging Equipment and Factory Layout. 644 pp. $8.00 post- 
paic 


NATURAL PERFUME MATERIALS. By Y. R. Naves and G. Mazuyer. 
Describes the raw materials used in the extraction, choice, puri- 
fication and recovery of volatile solvents; the preparation of 
tinctures and infusions; the treatment of concretes; resins and 
balsams; the extraction of the aromas of fruits and distilled 
flower waters; the manufacture of pomade and perfumed oils by 
the use of vegetable and animal fats and mineral oils, properly 
chosen and prepared; the processes of digestion and enfleurage 
on solid and liquid absorbents; and the extraction of decolorized 
absolutes and pomades from the diffused products. Contains 
much information on the chemical composition and analytical 
examination of extraction products; de scriptions of plant and 
raw materials subjected to extraction. 355 pp. $7.50 postpaid. 


When ordering send check or money order to 


MOORE PUBLISHING CO., Book Dept. 


38th ST.;, 
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Market Report 


Raw Materials Demand Seen Rising 


PTIMISM prevails through- 

out the raw materials mar- 

ket regarding the general 
outlook. The call for many sea- 
sonal articles, including fruit fla- 
vors, citrus oils, and pickling oils, 
is falling off with the passing of 
the summer but this is expected to 
be offset by increased demands by 
pharmaceutical manufacturers, 
makers of toiletries, perfumers and 
many other lines. 


Citrus Oils in Seasonal Demand 


Fluctuations in lemon oil were 
highly significant over the past 
month. Independent producers of 
Californian oil were asking a pre- 
mium over the price quoted for 
Exchange oil whereas normally oil 
from independent producers is 
available at below Exchange lemon 
oil. While the Exchange was re 
ported making shipments of lemon 
oil regularly the quantities were 
well below the amount that could 
have been utilized. No word has 
been received regarding future 
supplies of lemon oil from Cali 
fornia, but in view of the supply 
situation, firm conditions are likely 
to continue for some time to come. 

While orange oil shared in the 
seasonal demand for citrus oils, 
some trade factors fear that total 
sales for the past several months 
will prove disappointing when 
a with last year’s volume. 
Grapelruit was active with prices 
displaying a hardening trend to 
ward the close of the period undet 
review. 


Citronella Oil Unsettled 


All varieties of citronella oil re- 
mained unsettled over the past 
month. In the face of the declines 
noted earlier in the year there is 
i growing feeling that prices are 
close or about at the bottom of the 
downward trend. The arrival of 
additional sizeable arrivals from 
Formosa created a _ considerable 
amount of speculation in trade 
circles regarding final disposition 
of the goods. Some trade observers 
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believe that such large purchases 
were made by those who fear the 
producers will cut output due to 
the low returns caused by falling 
Others felt that the pur- 
chases were made to give greate 
financial support to the market in 
an effort to prevent any further 
break in values. Soapers and manu- 
facturers of synthetic menthol are 
among the larger users of citro- 
nella oil, but the quantities arriv- 
ing have been sufficient to take care 
of total requirements of the trade 
for more than a year. 


prices, 


Glycerine Production Drops 


Glycerine production dropped 
more than 800,000 pounds in June 
from the previous month's output 
of 12,516,000 pounds, according to 
official data released over the past 
month, and some trade observers 
believe July production will show 
a further loss. When official figures 
are completed the July output will 
probably be around 10,000,000 
pounds. Stocks dropped from 57,- 
690,000 pounds on May 31 to 50,- 

20,000 ag at the end of June. 
1 he decline in June production to 
11,708,000 hon was partly due 
to the loss in production of syn- 
thetic material and a seasonal cur- 
tailment in production schedules 
at major soap plants. In the face of 
the current statistical position, the 
firmness in glycerin promises to 
continue up to October. For a time 
it was hoped that September would 
bring about some easing in the 
overall supply position. The two 
months’ strike which resulted in a 
total loss of synthetic glycerine is 
likely to be felt for some time, espe- 
cially since it occurred at a time 
when output from soap plants was 
decreasing. The firmness in prices 
was particularly noticeable in 
crude glycerin. Output of crude 
was well sold ahead and occasional 
odd cars offered in the open mar- 
ket found little difficulty in finding 
ready buyers. 

Thanks to 


competitive condi- 


tions brought about by the pres- 
ence of lower prices foreign mate- 
rial, makers’ prices for thymol were 
lowered 35 cents a pound, estab- 
lishing the 25 to 50 pound lot price 
at $3.30. Thymol is used in the 
manufacture of perfume _ prepara- 
tions, cosmetics, toiletries and in 
medicine. Foreign material was of- 
fered here at as low as $3.15 per 
pound. The reduction in makers’ 
prices represented the first change 
in the article in a long while. The 
reduction followed closely on the 
heels of a drop in caffeine. 


Demand for Menthol Slumbers 


Demand for menthol was season- 
ally quiet, compared to last month, 
with prices continuing to move in 
favor of buyers. However, there is 
considerable speculation in the 
trade circles as to how much prices 
will fall, since the most active con- 
suming reason of the year is ap- 
proaching and both the Japanese 
as well as the Brazilian varieties 
have already suffered severe losses 
over the past year. Greater avail- 
ability of citronella oil at low costs 
places manufacturers in a_favor- 
able position. Some consumers, 
however, prefer the natural prod- 
uct over synthetic material. Devel- 
opments in China are being fol- 
lowed closely. While it is not likely 
that replacements of menthol will 
be possible direct from that coun- 
try for a long while, recent turn of 
events in the international picture 
could lead to indirect offers to the 
United States. 

The extended period of hot 
weather resulted in a brisk demand 
for sodium benzoate, citric acid 
and the tartrates. Supply of citric 
acid and tartrates was more than 
ample to meet demands, but prices 
were steadily maintained through- 
out the period under review. Rosin 
prices remained slightly below the 
government support levels and as 
a result about 70 per cent of the 
gum production continued to 
move into the loan program 
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LANDS BEYOND THE SEAS 


COME THE PRICELESS 
MATERIALS USED 
IN FORMULATING 


MODERNE 
PAM EP 
BOUQUET 
FLORAL 
Types 


MANUFACTURED BY- 


5800 Northwest Highway 
Chicago 31, Illinois 


Telephone ROdney 3-1130 


Merchants + Importers * Manufacturers 


ESSENTIAL OILS * AROMATIC SPECIALTIES 
PERFUME CONCENTRATES * FLAVORS * WAXES 
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How to produce 
more popular products 


Always remember— 
Never forget 


NORDA MAKES 
GOOD SCENTS 


Come to Norda if you want to make good 
scents pay off. Norda knows your needs. 
Norda scents make sales. Write today, 


right away, for free samples and catalogue. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 
CHICAGO LOS ANGELES ST. PAUL MONTREAL 
TORONTO HAVANA MEXICO CITY 
LONDON PARIS 





DIE AND LABEL COMPANY 
Creators of ‘fine Yatels, Tags and Packages 


154 WEST 14th STREET, NEW YORK 11, N.Y 








FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


47 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 
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PRICES IN THE NEW YORK MARKET 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 50G .65 Marjoram 3.50@ 3.80 
All prices per lb. unless otherwise speci- — from buds 125@ on Neroli— . 
fied. _Leaf 1@ = 2.35 Haitian 90.00@ 110.00 
Copaiba 2.25@ 3.00 French 200.00@ 235.00 
Almond Bit, FPA per lb. 3.00@ 4.25 Coriander 23.50@ 26.00 Nutmeg, East Indies ..... 3.85@ 4.20 
Sweet True 58G 85 Croton 4.50@ 5.25 Ocotea Cymbarum .70@ 85 
Apricot Kernel 0G 65 Cumin 10@ 6.00 Olibanum 5.60@ 7.40 
DP cicadnaseueneceeec 1.90G 2.25 Dill Opopanax 45.00@ 
Angelica Root 115.00@ 150.00 Weed .-- 4.00@ 4.50 Orange, Florida 1.85@ 
Bein WGP. occ cccoveces 2.004 2.50 Seed, Indian 3.654 4.00 Brazilian 1.50 
Avocado 1.00@ Nom’l. Erigeron .. 650@ 7.00 CONG 6.6 viastwknns 1.95@ 
Bay 155@ 2.10 Eucalyptus 80-85% 110@ 1.45 Distilled 1.10@ 
Bergamot 15.00@ 16.50 70-75% 954 1.30 Origanum 2.104 
Artificial 3.00@ 4.25 Fennel, Sweet 2.80@ 3.25 Orris Root, concrete (oz.) 7.00@ 10.00 
Birchtar, crude 1.50@ 1.65 Garlic (0z.) 6.50@ 6.75 Concrete, extra 10.50@ 15.00 
Birchtar, rectified 2.70@ 3.00 Grapefruit 2.354 2.75 Patchouli 7.75@ 10.25 
Boise de Rose 1.154 4.60 Geranium, Rose, 10.85@ 25.00 Pennyroyal, Amer. 4.10 Nom’ 
Cajeput USP. 2.65@ 2.80 Bourbon 12.85@ 17.25 European 250@ 4.10 
Cajeput (technical) 2.25@ 2.65 Turkish 7.00@ = 7.75 Peppermint natural 6.80@ 7.60 
CRED cccccsesccccscss SOC F668 Ginger 15.40@ 18.50 Redistilled . 7.10@ 8.00 
Camphor “White” 304 50 Guaiac (Wood) 1.90@ 2.25 Petitgrain 2.75@ 3.25 
Cananga, native 9.00@ 10.15 Hemlock 2.25@ 2.80 Pimento, Berry 4.80@ 5.50 
Rectified 11.00@ 12.50 Juniper Berry 265@ 3.00 Leaf 2.65@ 3.15 
Caraway 3.75@ 1.80 Laurel leaf 10.00@ 12.00 Pinus Sylvestris 2.50@ 
Cardamon 50.00@ 62.50 Lavandin 2.85@ 4.00 Pumilio 2.70@ 
Casearilla 35.00@ 40.00 Lavender, French 40-42% 600@ 7.85 Rose, Bulgaria (oz.) .... 42.25@ 
Cassia, rectified, U.S.P.... 5.00@ 5.75 Spike ... 1.504 2.2! OMI EG vc cccncece 30.00@ 
Aer 2.35@ 3.50 Bey CO. vccvecvcces 6.00@ 28 Rosemary, Spanish 654 
Cedar Wood 55a .70 Italian 5.90@ BS Sage, Spanish 1.054 
Celery 16.50@ 20.00 Lemongrass 1.40@ : Sage, Dalmatian 9.75@ 
Chamomile Hungarian ...255.00@ 300.00 Limes, distilled 7.25@ ’ Sandalwood, N. F. ....... 9.50@ 
Cinnamon oil, Bark 28.00@» 35.00 Expressed 7.50@ 2! Sassafras— 
Leaf 2.25@ 3.10 Linaloe wood 3.85@ $ Artificial 
Citronella, Ceylon 654 1.00 Lovage (oz.) 10.00@ 12. eT ore eee 31.00@ 
1.10@ 1,25 Mace wae Spearmint 8.504 


Let Bush compounds 
put autumnal color 


in your products 


W. J. BUSH & CO., Inc. 


19 West 44TH STREET, NEW YORK 36, N. Y. Murray Hill 7-5712 
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Spruce 2.25@ 2.7! Ethyl Capronate 2.004 Bismuth, subnitrate 
Sweet birch Southern .... 2.25@ ; Ethyl Cinnamate 2.50@ 2, Borax, crystals, carlot ton 61.25@ 81.25 
Northern 4.95@ J Ethyl Formate .10@ é Boric Acid, U. S. P., ton 129.00@ 133.50 
Tansy 8.35 F Ethyl phenylacetate 1.20@ RB} Calcium, Phosphate O8@ 08% 
Thyme, red 2.00@ 2.6! Ethyl Propionate .90G d Phosphate, tri-basic .... .06%4,@ 074 
White 2.35@ 2, Ethyl Salicylate 1.00@ a Camphor, pwd., domestic . .60@ 62 
Valarian, extra 75.00@ J Ethyl Vanillin 6.75@ 7. Castoreum, nat., cans ..... 7.00@ 10.00 
Vetivert Eucalyptol 2.15@ 2. Cetyl, Alcohol Extra 1.32@ 1.37 
Bourbon 30.00 Eugenol 3.10@ 3.6! Chalk, precip. bags, celts .. .0274@ 03 
Haitian 18.50@ 25.00 Geranoil, dom 1.25a 2.23 Cherry Laurel Water, jug, 
PUR: cksha00000>s0055ss OO ee Geranyl Acetate 170@ = 2.1! Sic ane 6s ee Rere oe wee 125 Nom’l 
Wintergreen, Southern ... 3.35@_ 15.00 Geranyl Butyrate 1.75@ 5. Citric Acid 294, 
Northern 5.85@ 13.50 Geranyl Formate 1.654 9% Civet, ounce A5 12.00 
Wormseed 8.50@ 9.00 Guaiac Wood Acetate ... 4.65@ _ 5: Cocoa butter, bulk 5 
Wormwood 6.00@ 6.85 Heliotropin, dom. 3.754 k Cyclohexanol (Hexalin) 
Ylang Ylang, Bourbon ... 18.00@ 25.00 Hydrotropic Aldehyde ... 6.00@ 35 Dextrine, white, cwt. ..... 
Haitian 2.85 Nom’l Hydroxycitronellal 6.254 : Fuller’s Earth, Mines ton . 30.00 
WN Ae We 5 6s via cen nea 19.25@ 7 Glycerin, C. P. % 34% 
Iso-borneol 1.65@ ; Soap lye, crude 22 24 
TERPENELESS OILS Iso-butyl Acetate 85@ 5 Gum Arabic, pwd. ....... . 20 
3.60 Iso-butyl Benzoate 1.10G A ; Amber Sete d AS 
es es N = ‘| Iso-butyl Salicylate 2.15@ 3. Gum Benzoin, Siam 3.50@ 3.85 
ees 16.004 ; 0.00 Iso-eugenol 1.10 8: Sumatra 38a AS 
a anaes re Iso-safrol 2.10@ 2. Gum Galbanum 80@ 95 
fates ; 53. 70a 60.00 Linalool ; 6.504 ) Gum karaya, pwd. ....... 264 AO 
See Cee ae 90.00 Linalyl, Acetate 90% .... 6.254 5! Gum Myrrh 30@ 31 
Lime OKs eee eee eeeeees 80.00@ o¢ F 65-70% 185@ 3: Henna, pwd. ..........+: 234 29 
Distilled 60.00@ 62.00 Li ly F ¢ a4 ¢ K li 05@ 07 
Orange sweet 142.00@ 175.00 a yl ormate 12.254 a — 1106 = "99 
Peppermint 15.25@ 16.00 Linalyl Propionate 11.00@ 5! Labdanum ] @ 2 
Petitgrain 5 5@ 6.10 Menthol- . i Lanolin, hydrous 36 a 39 
a cniienil 12.506 14.25 Brazilian 5.90@ Anhydrous 36@ 38 
ae oe - Japanese 7.25@ Magnesium, carbonate .... .114@ 14 
Synthetic 6.80@ Stearate 38@ ; me 
DERIVATIVES AND CHEMICALS Methyl Anthranilate 2.40@ Musk, ounce 40.00@ 50.00 
ane Methyl Anthranilate extra . 2.75@ Olibanum, tears 25 
Acetaldehyde 50% 2.50 Methyl Benzoate 60@ Siftings 164 18 
Astigiecnene oe 1.80 Methyl Cinnamate 1.75@ Orange Flower Water, 
a 1.208 . Methyl Heptenone 6.254 gal. 
C 9 12.50@ 13.00 Methyl Heptine Carbonate 40.00@ Orris Root, Italian l : 
2.00@ 2.30 Methyl Naphthyl Ketone... 3.30@ ees tease .0634@ 7 \, 
13.85@ 14.50 Methyl Phenylacetate .... 1.20@ Peroxide (hydrogen U. S. P.) . 
2.40@ 2.75 Methyl Salicylate 50@ 6 NESE Seay saree” 034%@ 5 
9.00@ 11.00 Musk Ambrette 5.60@ 5. Petrolatum, white ....... 0634@  .0854 
17.10@ 17.30 5.35@ 5. Quince Seed 20@ 1.50 
7.75@ 8.00 1.75@ 1. Rice Starch 1@ 414 


9° 


AnASCeuvwnesuocons 


Maw waNNwnmnrian 
CASwWNHNHAUh 


- 18.60@ 20.00 Neroline (ethyl ether) ... 2.50@ 2. Rose flowers, pale 60@ 65 


Rose Water, jug (gal.) ... 1.50@ 
Rosin, M. per ewt. ...... 8.25@ 
Salicylic Acid 46@ 
Saponin No. | 2.75@ 
Silicate, 40° drums, works, 

100 pounds 1.10@ 


= ae 15.30@ 15.85 ae ss 9 00@ 
C 14 (Peach so-called) 6.85@ 7.50 ee ere eeoees Se 
C 16 (Strawberry Pee Paracresyl Phenyl-acetate . 4.75@ 
so-called) 9.85@ Phenylacetaldehyde 50% . 2.75@ 
Amy! Acetate 55@ 100% 4.10@ 
Amy! Butyrate 1.00@ Phenylacetic Acid 1.65@ 
Amylcinnamic Aldehyde . 2.20@ Phenylethyl Acetate 1.80@ Sodium Carb. 
Amyl Formate 1.00@ Phenylethyl Alcohol 1.75@ 58% light, 100 pounds .. 1.60@ 
Amy] Phenylacetate 3.75@ Phenylethyl Butyrate .... 4.20@ 4. Hydroxide, 76% solid, 
Amyl Propionate 1.25@ Phenylethyl Propionate .. 3.40@ i 100 pounds 3.35@ 
Amy] Salicylate .......... 90@ Phenylethyl Salicylate .... 4.35@ 4, Spermaceti 34@ 
Amy! Valerinate 2.00 Phenylethyl Valerianate .. 5.70@ 5. Styrax 1.504 
Anethol 1.35@ Phenylpropyl Acetate .... 3.40@ y Tartarie Acid ...........5 + 1514@ 
Anisic Aldehyde 2.65 Phenylpropyl Alcohol ... 2.90@ Tragacanth, No. 1 3.004 
Anisyl Acetate .... 6.004 Safrol : 1.00@ Triethanolamine 
Benzyl Acetate .15@ Scatol (oz.) 2.654 Violet Flowers 
Benzyl Alcohol 18@ Styrolyl Acetate 1.75@ Zinc stearate, U.S.P....... 
Benzyl Butyrate 1.75@ Thymol, crystals 3.30@ CO Os aixivs uns 
Benzyl Cinnamate 3.30@ Vanillin (clove oil) 6.754 
Benzyl Formate 2.00@ (guaiacol) 3.00@ 
Benzophenone 1.75@ Lignin 3.00@ 
Benzyl-isoeugenol 9.854 Vetiver Acetate 17.50@ 
Benzyl Propionate 1.604 Violet Ketone Alpha .... 9.904 Coconut, crude, Atlantic 
Benzyl Salicylate 1.90@ : Yara Yara (Methyl ether) 2.354 ports, tanks 10,a 
Benzylidene Acetone .... 2.00@ 2.7! Double distilled, drums .2014@ 
Bromstyrol 5.75@ Bi BEANS Corn, crude, Midwest, 
Butyl Acetate, normal ... .17@ : a ON I ig, gis 1Y4@ 
Cinnamic Alcohol 2.654 Vanilla beans ails Corn Oil, refined, tanks .. .165g@ 
Cinnamic Aldehyde 1.25@ \ Bourbon 2.65G — Cottonseed, crude tanks ... .13@ 
Cinamyl Acetate 3.75@ Mexican, cut 20@ 3: eS ere 0644@ 
Citral, C. P. 100@ 5.90 Mexican, whole a Lard, Chicago ........... 1 
Citronellol 2.200@ = 2.65 Tahati sr 2.404 Lard, Oil. common, : 
Citronellyl Acetate 2.75@ 3.40 Tonka Beans Surinam ....  1.10@ pte eR rere 104@ 
Citronellyl Butyrate 5.35@ 5.80 Angostura . Olive, edible (gal.) ..... 2.15@ 
Coumarin 2.95@ 3.50 sata - pilin Peanut, crude tanks ..... 16440 
Cuminie Aldehyde 6.00 Nom’ SUNDRIES AND DRUGS Aer refined tanks , 
Cyclonol 2.85@ 3.15 ROOD iin sc eiess's 6508 5.0 104%@ JL Red Oil, single distilled 
Diethylphthalate ........ 33%4,@ 40 Ambergris, ounce 8.00@ f OS a ere 13,4 
Dimethyl] Anthranilate .... 5.75@ 6.00 Balsam, Copaiba 150@ 1.70 Double distilled 
Diphenyl Methane 115@ = 1.30 Canada fir, gal. .......... 32.50@ 34, Stearic Acid 
Diphenyl Oxide 60@ 75 Peru 150@ = 1.7! Triple Pressed 
Ethyl Acetate ........... 35@ 38 Beeswax, bleached, pure Double Pressed 
Ethyl Benzoate ... 85@ .90 i, Gh Be ; ‘ Tallow, acidless, drums ... 
Ethyl Butyrate .......... 80@ 95 Yellow, refined 63@ ‘ TRO CEO ic ccvenvsces 064 
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Castor, refined, drums .... .29144@ 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 





BUSINESS OPPORTUNITIES 


WANTED: Cancelled-unshipped-rejected or overstocked toiletries, 
chemicals, drugs, solvents, pharmaceuticals, oils, pigments, etc. 
CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., New 
York 5, N. Y. HAnover 2-6970. 





Experienced and long established FRENCH Fragrance Creator 
offers exclusive formulas for compounds being used in_per- 
fumery and cosmetics to raw material and perfume manufac- 
turers. FRANCOIS HARLAN, 13, Rue Carle Hebert, Courbevoie 


(Seine), France. 


French firm specializing in essential oils and aromatic products 
desires to represent American distillers and manufacturers of 
aromatic chemicals, Write Box 2955. The American Perfumer, 
18 West 38th St., New York 18, N. Y. 


FOR SALE 


FOR SALE: Viscolizers and homogenizers, completely rebuilt 
and guaranteed and with late type stainless steel sanitary heads 
and pressure valves. Also rebuilt machines with standard heads 
and valves—or good used machines. Send for bulletin and prices. 
Otto Biefeld Co., Watertown, Wis. 


SITUATIONS WANTED 


DO YOU NEED HELP in presenting your products? High cali- 
bre technical representative available. 18 years experience in es- 
sential oils, fine aromatic chemicals and specialties, Write Box 
2954. The American Perfumer, 48 West 48th St.. New York 18, 
i ee 


Flavor Chemist who likes the work and has thorough knowledge 
of flavors and their use from a scientific as well as practical 
viewpoint desires change to position where a topnotch man is 
needed to revitalize line. Will consider part time employment 
for a number of non competitors in food and flavor industries 
who normally could use the full time service of a flavor special- 
ist. Not interested in “peddling formulae” or in positions with 
brightly painted pictures. If flavor problems are a continual part 
of your business would appreciate hearing from you. Write Box 
2953. The American Perfumer, 48 West 38th St.. New York 18, 
ef 


EXECUTIVE, broadly experienced in sales and administration in 
the essential oil, aromatic chemical and toilet preparations indus- 
try available to leading essential oil or toilet preparations com- 
pany on suitable terms. Wide acquaintance with top executives in 
leading finished goods companies both here and abroad. Speaks 
French, Spanish and German fluently and experienced in foreign 
trade development. Free to travel. Write in confidence to Box 
.. The American Perfumer, 48 West 38th St.. New York 18, 


RESEARCH EXECUTIVE: Director of research and develop- 
ment, Ph.D. Wide knowledge cosmetic formulations and manu- 
facture including high straining lipsticks, nail lacquers, and anti- 
perspirants. Now employed near New York. Would prefer a 
Midwest or Southwest location but this is secondary. Write Box 
2949. The American Perfumer, 48 West 38th Street, New York 
18, New York. 


Cosmetic chemist experienced in all cosmetic preparation is 
available for consultations. Write Box 2956 The American Per- 
fumer, 48 West 38th St., New York 18, N. Y. 
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PROFESSIONAL SERVICE 




















"L’ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 
Cosmetics Creations of Highly Original Perfumes 


Toilet Articles Duplications of Most Difficult Fragrances 


Soaps Unique Kind of Professional Services. 
Flavors 

























333 WEST 52ND STREET, NEW YORK 19, N. Y. 


aindly inqube TEL. PLAZA 7-3861 


OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today 
for Booklet No. 3 RESEARCH LABORATORIES 


29 W.15'" St. New York TINY 


ATE ALT 
CHEMICAL SERVICE 


Carl N. Andersen, PhD 


Consulting Chemist 


FOSTER D. SNELL... 














“The Chemical 
Consultant and 
Your Business” 


Cosmetics, Soaps and Synthetic Detergents 


342 Madison Ave., New York 17,N.Y. Laboratory: Briarcliff Manor, N.Y. 
Phone: Vanderbilt 6-0492 Phone: Briarcliff 6-1550 
LEBERCO LABORATORIES 
Irritation Studies—Sensitivity Tests 
Toxicity and Safety Tests on 
Shampoos—Cold Wave Lotions—All Cosmetics 
Pharmaceutical and Cosmetic Research 


Hormone Assays—Bacteriological Studies 
127 HAWTHORNE ST., ROSELLE PARK, N. J. 





ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


GEORGE W. PEGG Ph. C. 
Consulting Chemist 


MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 3-9007 East Orange, N. J. 


Miniature Perfume Bottles 
from %& dram to % oz. 


HANDMADE GLASS NOVELTIES 
MINIATURE GLASS FUNNELS 
SPECIAL ORDER WORK 


KENBURY GLASS WORKS 
38 W. 32nd Street New York 1, N. Y. 
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Grasse, France 


MAXIMAROME 


ABSOLUTES 
BROOM JASMIN CHASSIS 
CARNATION JASMIN ITALIAN 
CASSIE ANCIENNE JONQUIL 
CLARY SAGE LAVENDER 
CELERY LAVENDER Colorless 
CIVET 100% LIATRIX 
EAU DE BROUTS MATE 
IMMORTELLE (Everlasting) MELLILOT 
JASMIN MIGNONETTE 
JASMIN BENZOL MIMOSA 
JASMIN POMMADES ESSENCE-OTTO-OF ROSE 





nen Affiliate 


CAMILLI, ALBERT & LALOUE, S.A. 


Established 1830 


NARCISSUS 
OAKMOSS 
OAKMOSS Colorless 
ORANGE FLOWER 
ORANGE FLOWER WATER 
ORRIS 

ROSE DE MAI 
STYRAX 

TUBEROSE 

VIOLET Leaves 
YLANG 





Above Natural Perfumers’ Materials Stocked by Our American 


Jasmin 


Plaza 3-6070 


14 E. 48th St., New York CAMILLI, ALBERT & LALOUE, INC. Cable address: Maximarome 
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VANILLIN 


US.P 


Supplied by DOW 


Produced through a new and exclusive process 


that assures superior quality 


“se — -— = «= 


a 


¢ improved VANILLIN produced from LIGNIN! 


¢ perfected and patented following years of research and 
pilot plant operation! 


chemists alike! 


¢ made available through stocks strategically located the 


\ 
i 
1 
' 
' 
1 
i i er 
1 © manufactured for discriminating perfumers and flavor 
i 
i 
' 
\ 
' country over! 

1 

' 


Vanillin joins Dow’s ever-increasing family of aromatics. 
Already in this group, and especially designed for flavors 

as well as perfumes, are Allyl Cyclohexanepropionate, 
Coumarin, N. F., Cyclotene, Methyl Anthranilate, 

Methyl Salicylate, U. S. P., and _ Palatone. 


Sats Write Dow TODAY on your company letter- 
ion Ot Dy, head for complete information on these 
C2 ae : 

a Fas tee products and for experimental samples. 
TP VaR Sty 
YS 8? Dr ROR EATS 


THE DOW CHEMICAL COMPANY 


Aromatics Division - 629 Grove Street + Jersey City 2, N. J. 
Dow Chemical of Canada, Limited, Toronto, Canada 


Exclusive Soles Representatives for SYNAROME in the United Stotes, Conada and Cuba 








world wide and world renowned | 





the facilities and products of Firmenich, yours to employ 
and enjoy in the creation of your own specialties. Your partnership with 
Firmenich allies you to a source of pure research, 
honored for its outstanding achievements these sixty years; 
companions you to chemists and perfumers 


of rich experience and marked ingenuity. 


FIRMENICH |tNCORPORATED 





FIRMENICH & CIE 
. IT. NAEF & CIEs 
ree cb 


\ 





250 WEST 16TH STREET- NEW YORK If 


FIRMENICH OF CANADA, LIMITED, 348 WALLACE AVENUE, TORONTO . CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE . GENEVA ° PARIS . LONDON 








